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Rough Proofs 


Gladys the beautiful receptionist 
says she sees that Hiatus is the 
summer replacement for a lot of 
good radio shows, and she won- 
ders why she has never heard of 
him before. 

 . ¥ 

The copywriter who has al- 
ways insisted that “media” is not 
plural is extending his revision 
of the Latin dictionary to put 
“strata” in the same _ singular 
category. 

|. 

General Mills has started a new 
stockholders’ magazine, which 
will be issued three times a year. 
To make sure they read it, why 
not mail it with the dividend 
checks? 

a ak 

John Hays Hammond Jr. thinks 
a lot of shopping will be done via 
television and surmises, “This 
could be the end of bargain base- 
ment savagery.” 

He doesn’t want the gals to have 
any fun. 

v v v 

The difficulties which the heirs 
and assigns of Alexander Graham 
Bell have been having recently 
gave Western Union a chance to 
revise its slogan to read, ‘Don’t 
talk—telegraph.” 

. fa ee 

Henry M. Wriston, president of 
Brown University, asks readers of 
American Magazine, “What good 
is a college degree?” 

A.B., Ph.D. or LL.D.? 


a. 2 


magazine for lawyers, and a 
cynical client insists that if it is 
anything like the average lawyer’s 
brief, it won’t be. 

i | 

Leonard Lyons referred in his 
syndicated column to that fighting 
Kentucky editor, ‘““De Shay Breck- 
inridge.” If Leonard had ever 
been as close to Lexington as 
Churchill Downs, he should have 
known that his name was Desha 
Breckinridge. 

7-7? ¥ 

Kay Daly, who _ transferred 
from Chicago to San Francisco, 
finally got an apartment through 
a poster, which fortunately carried 
her picture. That’s a good idea, 
especially if you are young, female 
and photogenic. 

7, FP FY 

Hygeia calls attention to the 
fact that births in 1946 totaled 
4,000,000, an all-time high. No 
wonder the diaper services are 
now boasting a thriving national 
trade association. 

7. VF ¥ 

The Advertising Guild, which 
is trying to organize New York 
agencies, “is not asking for a 
closed shop at this time.” 

People with open minds seldom 
are interested in closed shops. 

v v v 

“How many people,’ demands 
Royal & DeGuzman, “can afford 
to buy everything they want?” 

Well, the Pittsburgh Pirates 
found they could afford Hank 
Greenberg and Kirby Higbe after 
they discovered Bing Crosby. 

- 

Peter Paul wants nickel candy 
bars to sell for five cents again. 
And without robbing Peter to pay 
Paul. 


Copy Cus. 
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Admiral Radio 
Slashes Prices 


on New ‘47 Line 


Ad Program Tripled 
to $3,000,000; New 
Features Promoted 


Cuicaco — Admiral Corporation 
disclosed last week that it is cut- 
ting prices on its new line of radio 
receivers and radio - phonograph 
combinations 20% to 25% under 
current prices offered by its com- 
petition in the industry. 

And the Chicago company, Ap- 
VERTISING AGE was informed, in- 
tends to spend $3,000,000 this year 
advertising the new line to con- 
sumers, an amount three times as 
large as its °46 effort. 

The new prices, said Ross D. 
Siragusa, Admiral president, will 
offer the public values compar- 
able to those of prewar days. In 
addition, Admiral sets will 
clude new technical developments 
in both phonographs and FM 
radio. 

Mr. Siragusa said the reduc- 
tions “are the result of untiring 
effort on the part of “veryone in 
the Admiral organiZz4¥+n to pro- 
duce top-quality mei #4 andise that 
can be delivered to the consumer 
at mass-market prices. The fu- 
ture development of the radio in- 
dustry, as well as the economic 
health of the nation, demands that 


Brief is described as a business | prices go down and values go up.” 


Inventories Aren’t Big 


This is the off season in set re- 
tailing now and it is no secret that 
merchants with over-large inven- 
tories are cutting prices on off- 
brand radio lines. Admiral, how- 
ever, maintains that its produc- 
tion to date has largely moved to 
the ultimate consumer and no dis- 
tributor or retailer—with a big 
Admiral inventory on hand — is 
going to rage over the price cuts. 
Admiral believes they will be 
welcomed as the new models are 
introduced this summer via na- 
tional magazine and newspaper 
space. 

The new Admirals will include 
a table model radio for $19.95 
(the company claims other sets 
at this low price are “midgets”); 
a 5-tube table model for $22.95 
(last year’s price, $32.95); and a 
third table model for $29.95 
(nearest competitor’s set, $34.95). 
The portable radio will sell for 
$49.95, compared with $59.95 pre- 
viously. A six-tube table radio- 

(Continued on Page 76) 


Backwoodsman 
makes some spectacular 
comments in ‘Voice,’ 
Page 66. Other features: 


| Ad-libbing ..... ies ere ane ee 
| Advertising Market Place 62 
Business Paper Figures 64 
Coming Conventions ....... ae 
Department Store Sales............ 68 
ee a ee 
EU Si is3s Gecee.s .. 49 
Getting Personal os jee 72 
Information for Advertisers......... 10 
In Washington bcexa ratte a ae 
Photographic Review _. ss 
Private Lines ... cases ae 
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Armout's complete 
canned dog food— 
Foctitied with Liver! 


ie An 
Bh eer 


_ LIVER-LOVING BOXER—This delighted 
| canine features 1,000-line newspaper 
| ads being used in many markets by 
| Armour & Co. to introduce Dash dog 
| food. Foote, Cone & Belding is the 
agency. (Story on Page 74). 


| 


Macfadden Plans 
fo Girdle Globe 
with Magazines 


Ten of 15 Editions 
Already Operating 
on 3 Continents 


New YorkK —Fifteen overseas 
‘editions of International True 
| Story Group—each published in 
|the native language—have now 
| been scheduled, reports Carroll 
Rheinstrom, president of Macfad- 


den Publications International 
Corporation. 
Macfadden expects that the 


stories and service features in the 
magazine will serve to inform the 
|peoples of these countries about 
(Continued on Page 78) 


Say Paper Makers Too 
Gloomy Over Own Future 


Plastics Industry, 
Hot and Unsettled, 
Sees Boom Trade 


Strong Promotions, 
Better Quality Are 
Forecast at Show 


CuHiIcaGo—Despite generally un- 
settled conditions, with some 
types of plastics heavily over- 
stocked while demand greatly ex- 
ceeds supply in other types, there 
is a strong likelihood that the bil- 
lion dollar plastic industry will 
expand as much as 50% by the end 
of 1947. 

This appeared to be the con- 
census at the National Plastics 
Exposition, held here May 6-11, 


Long-Range Expansion 
Plans Are Lacking, 
House Unit Told 


WASHINGTON — Representatives 
of the printing and publishing in- 
dustries claimed that paper pro- 
ducers are “too pessimistic” about 
their future, as the House select 
newsprint committee set out this 
week to attract capital into south- 
ern and Alaskan mill projects. 

From William G. Chandler, 
Scripps - Howard executive and 
former ANPA president, the com- 
mittee learned that “not one addi- 
tional newsprint machine is pro- 
jected for installation in Canada,” 
source of nearly 80% of the U. S. 
newsprint supply. 

James F. Newcomb, president 
of the Printing Industry of Amer- 
ica, said he was concerned “with 
the apparent failure, so far as 
publicly expressed, of the paper 
industry to plan expansion beyond 


where more than 140 exhibitors 
displayed various kinds of plas- 
tics and their production high- 
lights to an estimated 30,000 rep- 


resentatives of man?P-tturers, 
fabricators, engineers i. -u_ sales 
organizations. 


Although there are about 25 
basic materials for plastics, the 
industry falls into two general 
fields, users of thermosetting and 
users of thermoplastic materials. 
Thermoset products go through a 
non-reversible chemical change in 
the final molding, while thermo- 
plastic materials change only in 
physical shape. 

Thermoplastic products are in 
considerable profusion, but there 
are not enough thermoset plastics 
available to meet demand. Ther- 
moplastics are used to make 

(Continued on Page 73) 


a year and a half.” 

Rep. Clarence Brown (R., O.), 
the committee chaliisan, feels the 
South offers great promise as a 
potential source of newsprint. 

Before hearings are completed, 
he will call on representatives of 
the Interior and Agriculture De- 
partments to outline their efforts 
to interest industry in Alaskan 
and southern paper possibilities. 


Committee Has Trouble 


Meanwhile, on the Senate side, 
the Capehart plan for anti-trust 
exemption for a nine-man indus- 
try committee, to handle hardship 
cases, ran into hard going. 

A minority report by two 
Democratic members of the Sen- 
ate newsprint committee reflected 
Department of Justice alarm that 
“cartel type” control might be- 


dix automatic home ironer. 


SoutH BEND, INp.—Bendix Home Appliances, Inc., will run full-| 
page, 1,700- and 1,000-line advertisements in major newspapers on | 
three alternate Sundays, starting May 18, to announce the new Ben- | 
The ads are part of the cooperative ad- | 
vertising plan financed jointly by dealers, distributors and Bendix. | 
Tatham-Laird, Inc., Chicago, is the agency. 


Trommer Resumes Prewar Distribution Basis 


| 


Intermediate installa- 


| 


New YorK—John F. Trommer, Inc., will more than double adver- 


tising expenditures this year in connection with expansion of its dis- 
tribution area to the prewar basis from Boston to Florida. 
the war its beer sales were confined to the Boston-to-New York area. 


During 


A new campaign, through Federal Advertising Agency, will run in 
| newspapers of 31 markets and in spot radio on several stations. 
Trommer may reach the 1,000,000 barrel a year level in 1947. 


Armour to Test Vacuum-Packed Bacon 
Cuicaco — Armour & Co. will sales test a new vacuum-packed 
bacon, featuring a hermetically sealed transparent wrapper, in five 
markets, including. Aurora, Ill., and Kalamazoo, Mich. 
promotion for the product, which is said to keep factory-fresh for 


Newspaper 


an indefinite time, will break May 22. 


(Additional News Flashes on Page 79) 


| petitioned 


come a precedent for ether indus- 


Last Minute News Flashes 8 Guild Loses 3 to 1 
WBKB Reveals Secret Video Link to South Bend | 


CuHIcAGo — Video station WBKB has secretly nearly completed a 
very high frequency relay link from Chicago to South Bend, Ind., | 
and will be able to televise Notre Dame football games next fall, | Guild of the CIO Office and Pro- 
Capt. Bill Eddy, director, revealed Thursday. 
tions include a relay tower at New Carlisle, Ind., 18 miles from South | 
Bend, and a 125-foot tower at Michigan City, Ind., 47 miles across 
Lake Michigan from WBKB facilities here. 


Ads in Dailies Announce Bendix Ironer | 


in Grey Election 


New YorK—The Advertising 


fessional Workers of America lost 
its first big agency test May 7, 
when eligible workers of Grey 
Advertising Agency here voted 
109 against to 34 for making the 
guild the bargaining agency. 

With current annual billings at 
a rate of more than $10,000,000, 
Grey has a staff of more than 200 
people. Of these, explained Law- 
rence Valenstein, president, 152— 
who have not the right to hire or 
fire or to recommend hiring or 
firing—were qualified to vote. 

In addition to becoming the bar- 
gaining agency, the guild sought 
$10 a week or 20% salary in- 
creases. 

Several months ago, Mr. Val- 
enstein said, a group calling itself 
the “Grey Chapter” of the guild 
for recognition. Ex- 
amination of the list, he added, 
showed that “only one or two” 
had been with Grey for more 
than a year, and that “most of 
them were new people who had 
no interest in the advertising 
field.” 


Liat 
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tries suffering materials shortages. 

The dissent, filed by Senators 
James Murray of Montana and 
Glen Taylor of Idaho, referred to 
the Capehart proposal (AA, May 
5) as “an incredible abdication of 
the public power” and charged 
that it was “not gauged to meet 
the needs of those who really need 
help.” 

The two senators claimed the 
plan did not guarantee that the 
publishers’ group would take care 
of the multitude of community, 
religious, fraternal, labor and 
other special interest publications 
“whose need is greatest.” 

Lack of a guarantee of news- 
print for newcomers “would en- 
able those already in business to 
protect themselves effectively 
against new competition,” the mi- 
nority report claimed. 


ITU Advocates Rationing 


Woodruff Randolph, president 
of the ITU, appearing with a trio 
of other ITU officials to answer 
“featherbedding” charges levied 
against the union by Thurman 


Arnold, took time to blast volun- 
tary newsprint sharing. 

He denied that daily newspaper 
publishing could be called “small 
business,” observing that “the 
real small business in the printing 
industry is in weekly and com- 
mercial fields.” 

If the committee really wants 
to help small publishers, Mr. 
Randolph said, it should “stop 
toying with the idea of voluntary 
help from ANPA” and return to 
governmentally supervised ration- 
ing. 

After denying that ITU rules 
handicap publishers, the union of- 
ficials placed the blame for the 
decline in the newspaper popula- 
tion on “the monopolistic prac- 
tices of mewspaper proprietors, 
feature syndicates, wire services, 
newsprint and equipment manu- 
facturers.” 

ITU Treasurer Don Hurd 
claimed the alleged ‘“featherbed- 
ding” rules “protect the newspa- 
per industry from abusive and 
chiselling practices by unscrupu- 
lous employers.” * 


“Borrowing of matrices of paid 
advertisements from the publisher 
across the street, who has large 
capital invested in machinery and 
modern equipment, can be com- 
pared to the housewife who bor- 
rows her groceries from her 
neighbors,” Mr. Hurd said. 

Far from blocking the introduc- 
tion of new composing room ma- 
chinery, ITU officials said, the 
union endeavors to teach its 
members the operation of the new 
machinery. 


Holds Rationing Would Fail 


Mr. Chandler, who had been 
the first administrator of the gov- 
ernment’s wartime newsprint ra- 
tioning program, warned that 
peacetime rationing would result 
in a decline in the supply of 
paper shipped here from Canada 
and other countries. 

He warned that efforts to ration 
newsprint would eventually have 
to be extended to other pulp con- 
suming industries, including pack- 
aging and containers. 

“Somewhere in Washington,” 


Ss me 
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No need for you to pine for the lush sales of 


urban Iowa—when the Des Moines Sunday 
Register packages that market so easily! Yes 
indeed, this one newspaper gives you 76% cov- 


erage of lowa’s urban buyers—a statewide mar- 


ket ranking among America’s first 20 cities. You 


get it all at the low milline rate of $1.68—a unique 


opportunity offered by a unique newspaper! 


rr, ~~ ™ * 


ABC Circulation September 30, 1946: 
Daily 362,682—Sunday 475,461 3 
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“All Right, Bertram, l’ll Give You Back Your 1|OWA Territory” 


we a 


THE DES MOINES 
REGISTER ann TRIBUNE 
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PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA'S TOP 20 CITIES 


|he told the committee, “there 
must be a voluminous file of the 
| appeals for relief filed by pub- 
\lishers of newspapers and peri- 
| odicals. 

“Only a person who, from war- 
|time necessity, was compelled to 
sit in judgment on these highly 
persuasive appeals, could fully 
realize the importance to equi- 
table distribution of essential ma- 
terial in short supply. 

He saw a two to four year lag 
before newsprint mills can be de- 
veloped in Alaska or in southern 
Alabama, where the Childersburg 
wartime munitions plant is under 
consideration. 

Investments of $30,000,000 are 
needed for the Alaskan industry. 
In addition, title claims by hun- 
dreds of Alaskan Indians must be 
settled before pulp wood can be 
removed. 

Senators Murray and Taylor 
argued that the Senate newsprint 
report minimized “the long term” 
and “worldwide” aspects of the 
newsprint problem. 

They warned there is already 
some resentment of the vast pro- 
portion of the world’s newsprint 
consumed by the United States, 
and that a proposal had been 
made for the United Nations to 
consider the problem. 

They promised to offer their 
own legislation “in the near fu- 
ture” to deal with immediate and 
long-range aspects of the problem. 


Reader's Scope’ to Take 
Advertising in Sept. 

Reader’s Scope, published by 
Lev Gleason Publications, New 
York, will carry advertising, ef- 
fective with the September issue. 
Black-and-white page rate, based 
on a guaranteed circulation of 
200,000, will be $500. 

The magazine, a digest, will in- 
augurate a section entitled “Shop- 
ping Scov€,” to be devoted to 
smaller wo%il shops and mail 
order advei.isers, with the differ- 
ential rate in this classification 
based on $400 per black-and- 
white page. Jasper, Lynch & 
Fishel, New York, has been ap- 
pointed to handle a _ promotion 
campaign for the magazine. 


Chatfield Joins K&E 


George I. Chatfield, assistant 
advertising manager of Lever 
Bros. Company, Cambridge, Mass., 
will join Kenyon & Eckhardt, 
New York, May 15 as assistant to 
Dwight M. Mills, executive vice- 
president. 


Advertising Age, May 12, 1947 


CROSSE & BLACKWELL 


REDUCES SOUP 
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BACKS TRUMAN APPEAL—Crosse & 
Blackwell Co., Baltimore, used 600- and 
1,000-line newspaper ads in 20 major 
cities, coast to coast, to announce 
price cuts on its ready-to-serve soups 
amounting to as much as 5 cents per 
can at the retail level. VanSant, Dug- 
dale & Co. is the agency. 


Scripto Shifts Officers 

James V. Carmichael, executive 
vice-president, has been elected 
president of Scripto, Inc., Atlanta, 
manufacturer of mechanicab writ- 
ing instruments, succeeding Ernest 
P. Rogers. Other appointments 
include: Gilmer G. Weston, di- 
rector of marketing, to  vice- 
president and director of sales 
and marketing; Cecil Fields, di- 
rector of production, to vice- 
president and director of produc- 
tion; J. Sherman Smith, director 
of engineering, to vice-president 
and director of engineering; and 
C. A. Little, treasurer, to secretary 
and treasurer. 


Metcalf Adds Account 


Aristomatic Company, Provi- 
dence, R. I., manufacturer of 
speed controls for model air- 
planes, has appointed George T. 
Metcalf Company, Providence, to 
handle its advertising. 


Weatherhead Ups Robers 


Gene P. Robers, advertising 
and sales promotion manager oi 
the Weatherhead Company, Cleve- 
land, has been promoted to sales 
manager of the replacement parts 
division. 


Names Hayhurst Agency 
Onyx Oil & Chemical Company, 
Montreal, has named the Montreal 
office of the F. H. Hayhurst Com- 
pany to handle its advertising. 


With its May issue 


1933— MAY — 1947 


STARTING ITS FIFTEENTH YEAR OF 
PRODUCT NEWS AND INFOR- 
MATION SERVICE TO 
ALL INDUSTRIES 


... and with sincere thanks to in- | 
dustrial readers and advertisers alike for their early 
and continuous acceptance of what in May, 1933, was a_i 
radically new idea in industrial publishing . . . INDUS- 
TRIAL EQUIPMENT NEWS continues to outstandingly 
lead all publications directed to operating men in the 
larger plants in all industries . . | 
pleteness of its product news and information service | 
and of the number of advertisers using it to stimulate the | 
sale of their product in the general industrial market. 


. in terms of the com- 


COST? 
ONLY $95 TO $102 
A MONTH 


DETAILS? 
ASK FOR “THE IEN PLAN” 


INDUSTRIAL 
EQUIPMENT NEWS 


Thomas Publishing Company 


461 Eighth Ave. New York City 
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SPORT SCORES 


Here’s just a pair—only 2—short shorts on SPORT’s 
ability to make sales for its advertisers ata profit. 


CASTLE FILM... . "Terrific demand for 
film at camera stores; it was pro- 


moted only in SPORT.” 


x wk & 


PAR GOLF...‘Ads for my portable driv- 
ing range brought in such a success- 

ful profit, I was able to open dozens 

of retail outlets for it." 


Ask te see more! 
Sport, 205 E. 42nd St., N. Y. 17, N. Y. 


CAREY ye 
bat eg 
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* In its first 6 months, SPORT passed 425,000 newsstand. 


Is that good? ESQUIRE, forexample, was selling 110,000 
newsstand copies one year after it hit the newsstands. 


the Magazine for remerica's Millions of Sport Spectators 


7% 
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Food Editors to Meet 


The fourth annual food editors 
conference, sponsored by the 
American Association of News- 
paper Representatives, will be 
held at the Hotel Roosevelt, New 
Orleans, for five days starting Oct. 
27. The conference will feature 
southern, French and creole cook- 
ing. 


Rivet-O Launches Drive 


Rivet-O Mfg. Company, Orange, 
Mass., sponge rubber stamp prod- 


ucts, has launched an advertising 
and sales promotion campaign, 
using the theme “12 ways better.” 
The campaign also introduces a 
new trademark character. 


Head NY Subways Co. 


The New York Subways Ad- 
vertising Company has elected the 
following officers: R. T. Harris, 
president; R. C. Rome, vice- 
president, advertising sales; B. D. 
Seltzer, vice-president, vending 
department; J. C. Parr, vice- 
president, contracts, general op- 


erations; H. I. Sutherland, secre- 
tary and assistant treasurer, and 
P. L. Shaw, treasurer and assist- 
ant secretary. 


v . 
Pogue Uses ‘Time’ 

H. & S. Pogue Company, Cin- 
cinnati department store, will run 
a full-page fashion ad in the May 
19 issue of Time. The ad will be 
plugged with a store-wide promo- 
tion May 15-22, using the theme 
“Pogue’s marches into Time — 
Time marches into Pogue’s.” In 
addition, local newspaper and 


radio advertising, daily fashion 
shows, posters and interior dis- 
plays, plus direct mail to sup- 
pliers, will be used to promote the 
company’s entry into Time. 


Sylvania Names Hicks 

J. C. Hicks, formerly of the 
California division of Sylvania 
Electric Products, Inc., New York, 
has been named to succeed Asher 
C. Jones, manager of the com- 
pany’s southwestern division in 
Kansas City, effective with Mr. 
Jones’ retirement. 


When wires go in—profits burst out! 


73% of Farm JourNAL homes are already electrified. That’s a fact 


that electrifies alert advertisers, too, for when wires go in—everything 


else starts to go in, also. Electrified farm equipment—labor-saving 


devices—plumbing—kitchen and laundry equipment! Profits go up 


—standards of living go up! The big farm market expands. 

Farm Journav’s Rural Electric Information Exchange is busy 
spreading this news to farmers far and wide—proving it with actual 
profit examples over and over again. FARM JOURNAL editorial pages 


carry the good news, too—to farmers and their wives, 2,600,000 of 


them. The largest, most alert farm audience in the United States. 


See “Singing Wires’’—our new picture for what this lightwave over 


rural America means in terms of sales for you. 


Farm 
Journal 


AMERICA’S LARGEST RURAL MAGAZINE 


GRAHAM PATTERSON, Publisher 


Washington Square, Philadelphia 5, Pa. 


Advertising Age, May 12, 1947} 


CBS Discontinues 


Studio Television: 
NBC Adds 3 Shows 


New YorK—Television received 
another major upset in its stormy 
career last week when CBS sum- 
marily dropped all live studio 
programs, including regular com- 
mercial shows sponsored by Bris- 
tol-Myers Company and Gulf Oi] 
Corporation. 

CBS officials, who refused to 
comment on the reasons behind 
the move, said the network, 
which will augment its schedule 
of special events and sports tele- 
casts, will continue to offer es- 
sentially the same number of 
programs weekly—about 10 hours 
—under the sw policy. How- 
ever, widespread personnel lay- 
offs, ranging downward from Ben 
Feiner, WCBS-TV program di- 
rector, have been made. 

“Partyline,” the cancelled Bris- 
tol-Myers show, is slated to con- 
tinue its weekly appearance be- 
fore the camera, but through 
NBC’s WNBT. The program is 
expected to make the network 
move without interruption, be- 
ginning a new series at WNBT 
Sunday. 

No announcements of future 
CBS plans were forthcoming, but 
it was generally understood that 
WCBS-TV will take advantage of 
the lull to refurnish its studio. 


More Special Events 


The addition of a second tele- 
vision mobile unit will enable the 
network to carry more special 
events programs. The Ford Motor 
Company and General Motors 
Corporation will continue as the 
sponsors of the Brooklyn Dodgers’ 
home games. 

Television news from NBC, on 
the other hand, is of a brighter 
nature. Two new sponsors, ex- 
cluding Bristol-Myers, sponsor of 
the Tex and Jinx Sunday night 
show, were added to WNBT’s list 
of advertisers. 

In its initial venture in video, 
Kraft Foods Company last week 
started a 35-week, hour-long dra- 
matic series. “The Kraft Televi- 
sion Theater,” 7:30 p.m. Wednes- 
days, will feature original plays. 
MacLarens Imperial cheese is the 
product to be plugged. J. Walter 
Thompson Company is the agency. 

Television’s first regularly 
scheduled commercial daytime 
program, “The Swift Home Serv- 
ice Club,” will make its debut 
over WNBT at 1 p.m., EDT, Fri- 
day. McCann-Erickson is agency 
for the program, which will star 
Jinx Falkenburg and Tex Mc- 
Crary under the sponsorship of 
Swift & Co. 

At present NBC’s television 
cameras are busy between 30 and 
32 hours weekly. About 50% of 
these shows are commercial. 


Morrell Signs ‘Lassie’ 

John Morrell & Co., Ottumwa, 
Ia., will sponsor a new 15-minute 
program, “Lassie Come Home,” 
to be heard weekly over the ABC 
network Sundays at 2-2:15 p.m., 
CDT, beginning June 8. The pro- 
gram will feature Lassie, M-G-M 
canine star, and will promote the 
packer’s Red Heart dog food. 
Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


Building 
SUPPLY NEWS 
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The Hearst Newspapers on 


‘Lhe Honor of 


eing an American 


FROM A RADIO ADDRESS BY 


William Randolph Hearst 


ON SEPTEMBER 28, 1932, 
AND REPRINTED IN THE HEARST NEWSPAPERS 


“I know of no finer title, and I want no higher 
position, than to be a citizen of the United States 
of America. 


“In the ancient days to be a Roman citizen 
meant to be the equal of princes and kings. 


“Today the most envied honor in the world is to 
be an American citizen. 


“And this is so, not merely because America is 
the greatest nation in the world, but because it is 
the freest nation in the world, and the happiest 
nation on account of its freedom. 


“We cannot understand how much freedom 
means in this country until we come back from 
countries where freedom means nothing. 


“Here we have freedom of thought, freedom of 
the press, freedom of speech. 


“Here we can think and say and do what we 
please as long as we do not interfere with the rights 
and liberties of our fellow citizens. 


“But the great honor and advantage of being an 
American citizen carries with it an obligation just 
as great, and that obligation is to preserve inviolate 
the rights and liberties and privileges which our 
forefathers won for us in blood and toil and travail, 
that we may hand this precious heritage of freedom 
and independence, of liberty and dignity, down to 
our children and our children’s children, undimin- 
ished and unimpaired.” 


WR 


: New an 
Erxzc DELIVERS ae 


—— 
een 
ties toma 
_—— 
Ee 
eetediatineeenndl 
nem meer 


Al 


The Hearst Newspapers have suited action to the words 
at the left. They were the first to sponsor ‘‘I Am An Ameri- 
can” Day. They have played a major part in making this all- 
American expression of Americanism a year-in and year-out 
institution from coast to coast. 
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Form Designers Chapter 


A group of Philadelphia mem- 
bers of the American Designers 
Institute have formed the first 
postwar chapter of the industrial 
designers’ group. Steward Pike, 
head of the designing staff of 
Radio Corporation of America, 
Camden, N. J., has been elected 
temporary chairman of the ex- 
ecutive committee. 


Rochester Adclub Elects 


The Rochester Advertising Club 
has elected Fred A. Glover, busi- 
ness manager of the Rochester 
Times-Union, as president. Other 
officers are: First vice-president, 
Ernest R. Turner; second vice- 
president, Hoyt S. Armstrong; 
and treasurer, Elmer C. Humes. 
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Newburyport Plan 
Stays in Effect: 
Jobber Sales Off 


NEWBURYPORT, CONN.—Retailers 
here have agreed to continue in- 
|definitely their nationally ac- 
claimed 10% price reduction plan 
(AA, May 5), with the single 
| reservation that any merchant 
_who feels himself hurt financially 
| by the plan can drop out. 
| Sales last week continued above 
average. That part of the re- 
tailers’ plan calling for no pur- 
chases from suppliers who do 
not cooperate by giving 10% cuts 
in wholesale prices reportedly 
stopped various manufacturers’ 
| sales to the merchants. 

Meyer Both Company, New 
York, and National Research Bu- 
|reau, Chicago, prepared special 
{reprints of Newburyport adver- 
tisements, window cards and 
|other material to show how re- 
'tailers here promoted the plan. 
|'They also reprinted similar ads 


,announcing retail price cuts in|} 


| other cities. 

The Smaller Business Men’s 
Association of New York, New 
Jersey and Connecticut last Mon- 
day asked more than 100 leading 
wearing apparel manufacturers 
and jobbers to make 10% cuts 
matching those made by retailers 
here and elsewhere. 


Seattle Printers Elect 


Printing Industry of Seattle, 
Inc., an organization of commer- 
cial printing shops affiliated with 
the Printing Industry of America, 
Inc., has elected George N. Hand- 
ley Jr., Metropolitan Press Print- 
ing Company, as president. Harry 
L. Strang, Deers Press, is the new 
vice-president, and Roger A. 
Jensen, Gateway Printing Com- 
pany, is secretary-treasurer. 


To deSauve-Pine 


deSauve-Pine & Associates, 
Providence, has been appointed to 
handle the national advertising 


of, Slater-Robins, Long Island 
City, distributor of laundry and 
dry cleaning supplies. 


Paper Sponsors Air Show 


The Seattle Post - Intelligencer 
will sponsor a two day air show 
designed to stimulate interest in 
aviation, June 19-20. Troy Col- 
bock and Herb Page of Los An- 
geles will produce the show, which 
includes aerobatics, demonstration 
of small, pilotless aircraft, and a 
display of planes and equipment. 


Aull to Geare-Marston 


James A. Aull has resigned as 
advertising manager of Straw- 
bridge & Clothier, Philadelphia 
department store, to become copy 
chief of Geare-Marston, Inc., 
Philadelphia. Mr. Aull, who 
headed the store’s advertising de- 
partment for four years, was for- 
merly publicity director of Wes- 
tinghouse station KYW, NBC 
outlet in Philadelphia. 


KOAD Appoints Corrigan 

Bernard C. Corrigan has been 
appointed sales manager of 
KOAD, FM station owned by the 
Omaha World-Herald. He will 
also continue as manager of Sta- 
tion KOWH, Omaha, the position 
he has held since 1943. 


Are You, Too, Working 
In a Bottleneck Factory? 


Some Thoughts on Prices, Resistance, 
Sales and, of course, Network Advertising 


by Edgar Kobak 
President, Mutual Broadcasting System 


Back in °42 and °43, you'll recall, bottle- 
necks were the nation’s big problem and 
the word was on everyone’s tongue. At the 
top of the emergency, a young man named 
Percy, who couldn’t get past his Draft 
Board, closed up his retail store and went 
to work in a war plant. His mother, natur- 
ally proud of him and not unnaturalfy con- 
fused about war-production language, used 
to say with boundless satisfaction, “Oh, 
Percy is working in a bottleneck factory!” 

For nearly two years now, we've had a 
species of peace and, contrary to bright 
forecasts, we are once more beset by bottle- 
necks. The bottleneck of prices; of indus- 
trial tugs-of-war ; of mass psychology. What 
is worse, we have no lack of people helping 
to create bottlenecks —working so to speak 
in bottleneck factories. 


It will be generally conceded that today’s 
prices are high: in fact, out-of-line. The 
broad and definite down-trend which fol- 
lowed the decontrol of meat proved to be 


temporary. Some of it was due to a race 
to “unload” war-grade consumer merchan- 
dise: it wasn’t genuine. Now prices have 
firmed again, with predictions being freely 
made that they will go higher. 

It will also be conceded that too-high 
prices constitute a bottleneck which is act- 
ing as a brake on distribution. now that 
the public has had a brief taste of declin- 
ing prices. In the face of this bottleneck. it 
took unusual courage for some of our busi- 
ness leaders to reduce prices—not on left- 
over stocks but on current production. They 
have been widely acclaimed, but more 
important they have squared themselves 
around for real business. 


It seems obvious that today’s need is for 
lower prices and those who close their eyes 
to the inevitable trend are working in bottle- 
neck factories. 

We, at Mutual, believe in fair pricing of 
our medium and have effectively kept our 
costs low—lower than the other networks. 
In the past two years we've reduced the 
rates on 83 of our stations to the tune of 
$1,614.00 per evening hour. Two years ago 
we introduced the “Full Network Package 
Plan” whereby advertisers enjoy two spe- 
cific advantages (a) they earn maximum 
discounts and (b) they get at no charge all 
new stations added to the network during 
the life of their contracts. Through this 
plan one advertiser in 1946 received 
$16,064.53 of station time free—and the 
case was not exceptional. 

But /ow cost is only part of the story: 
value is the other. Since January 1945, 
Mutual has added approximately 5,300,000 


radio homes, partly through station addi- 


tions and partly through the increase in 
total U.S. radio homes. And yet, today, 
Mutual’s cost per 1000-radio-homes (Full 
Network evening half-hour, maximum dis- 
counts, 52-week basis) is 33.4 cents —the 
lowest in national network radio. 

I realize that it is not always easy to 
reduce prices: not when you are confronted 
by higher costs and demands for higher 
wages. And there’s our second bottleneck 
—industrial strife which has lost the U.S. 
in 1946, more than 115 million man-days 
and hundreds of millions of dollars worth 
of prosperity. Maybe this bottleneck will 
be broken when the first one is. 

Let us not forget, too, that America’s 
industrial greatness and high standards of 


MBS 


Mutual Broadcasting System 
* 
L. WORLD'S LARGEST NETWORK __ | 


Led, 


living were built by boldness and imagina- 
tion on volume at low prices. 

The third bottleneck I have called one of 
mass psychology —it’s mental. You know 
the story of the little boy who said to his 
pal, “I’m broke too, let’s go on a buyer's 
strike.” I can’t tell, reading the conflicting 
statistics, whether people have plenty of 
money or plenty of nothing. But there seems 
to be no blinking the fact that people are 
holding off buying. 


One reason, undoubtedly, is that they 
are waiting for prices to come down. 
Another cause is all the talk of recession 
and “shake-out” and the action taken in 
line with this talk. I submit that anyone 
who puts even one tile in the mosaic of the 
“recession” picture, or acts so as to en- 
courage the atmosphere of “shake-out”, is 
working in a bottleneck factory. 

But when more of our leaders begin 
trimming prices, and talking and acting as 
though they believed we had a future and 
not a bust ahead—then the’ masses of 
the people, who are sensitive to such 
things, will be more willing mentally and 
better able financially to buy products — 
your products —in the volume needed for 
profit. One thing more is needed: you 
must tell people what you are doing: tell 
them about your product, about your new 
low prices. And that means advertising. 

(We, too, are advertising. We are using 
more tradepaper space than ever before, 
to talk about our low cost, our coverage, 
our expanding facilities and the programs 
we have to offer to sponsors to help them 
sell their products. We are doing our share 
to break bottlenecks. ) 

But to get back to your advertising — 
particularly your network advertising. 
Cost is, of course, a factor. I think Mutual 
has a 1-2-3 answer. 

1. Mutual covers 93.5% of the 1035 
counties with the highest buying power; 

2. The cost of this coverage, as well as 
the cost-per-1000 radio homes covered, is 
the lowest of the national networks: and 

3. We have choice time and tested pro- 
grams which we will be glad to submit for 
your consideration 


Let’s all get out of the bottleneck factory. 


Advertising Age, May 12, 1947 


State Trademark 
Bill Loses Out 


New YorK—The U. S. Trade 
Mark Association reported last 
week that following an executive 
session by the Connecticut Gen- 
eral Assembly’s committee on 
licensed occupations, the bill 
which would have changed reg- 
istration of trademarks in the 
state had been reported unfavor- 
ably. 

The unanimous recommenda- 
tion of the committee is expected 
to kill the bill, which has been 
the target of concentrated fire, 
not only from the association but 
from the Association of Nationa] 
Advertisers and others. 

The bill would have required 
trademark owners to register their 
symbols in Connecticut, and fail- 
ure to register would have barred 
them from bringing action for 
trademark infringement. Also, if 
any other person had registered the 
mark and maintained it for three 
years, the mark would have be- 
longed to him—regardless of prior 
ownership. 

The bill, while it contained 
many provisions of the Lanham 
Act, would have made mandatory 
an increase in the registration fee 
from $2 to $25, plus a renewal fee 
of $15 for every 10 years. Regis- 
trants located in the state would 
have been required to publish a 
registration notice once a week 
for two weeks in a newspaper in 
every county in which they have 
a place of business. Registrants 
outside the state would have to 
publish a notice once a week for 
two weeks in a Connecticut news- 


paper. 


Foote, Cone Advances 
Four to New Positions 


Foote, Cone & Belding has 
established the post of executive 
vice-president, with election of 
three officers to that post. They 
are: William E. Berchtold, in 
charge of New York operations: 
J. Hugh E. Davis, in charge otf 
Chicago operations; and William 
J. Pringle, in 
charge of Los 
Angeles opera- 
tions. All were 
previously vice- 
presidents. 

H. R. Van 
Gunten, media 
director for 
FC&B, Chicago, 
has been elected 
a vice-president 
of the agency. 
H. R. Van Gunten He has been as- 

sociated with 
FC&B and its predecessor, Lord 
& Thomas, since 1933. Before that 
he was vice-president of the John 
H. Dunham Company, Chicago 
agency which has been liquidated. 


Lazarus Named by Two; 
Adds Stern to Staff 


Cal Beverage Company, Chi- 


Lazarus & Co., Chicago, to handle 
the national advertising of Cal- 
Cola, using newspapers, national 
consumer magazines, trade pub- 
lications and outdoor media. The 
agency has also been named to 
direct the advertising of Koolvent 
Metal Awning Corporation, manu- 
'facturer of aluminum metal home 
}and store awnings. Newspapers 
will be used exclusively. 

Robert B. Stern, formerly pro- 
duction manager of Lenby Ad- 
vertising Agency, has been ap- 
pointed assistant account execu- 
tive of Lazarus. 


Kaufman Names Barkdu! 


Walter Barkdull, formerly wi 

| the Philadelphia Record, has been 
named director of new business 
at Henry J. Kaufman & Associates 
Washington agency. Ella G. Roller, 
formerly editor of the “U. 5 
| Labor Department Bulletin,” has 
joined the creative staff, and Ja) 
| W. Wilson, formerly with the pub- 
| lic relations division of the Ame'r- 
ican Legion, has joined the cre- 
| ative staff of the radio departmen' 


cago, has appointed Harry J.§ 


Publis 
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Publishers of POPULAR PHOTOGRAPHY - 


ZIFF-DAVIS PUBLISHING COMPANY 


Publishers of} PHOTOGRAPHY 


F hetegraphyy 


(Reg. U.S. Pat. Off.) 


A MAGAZINE DEVOTED TO CAMERA ART AND TECHNIQUE 


PHOTOGRAPHY will be issued 
four times a year as a companion 
publication to monthly POPULAR 
PHOTOGRAPHY. 

PHOTOGRAPHY will be a consumer magazine 
concentrating on thorough examination of out- 
standing developments in photography, including 
equipment and techniques, and featuring superb 
reproduction of the work of contemporary pho- 
tographers. 

PHOTOGRAPHY will be exciting, interesting, 
and will speak with authority—designed to inform 


the reader. ..and sell merchandise. 


Editorial treatment, format, and 
reader appeal will be kept separate 
and distinct from POPULAR PHO- 
TOGRAPHY. PHOTOGRAPHY will be specifi- 
cally planned to make it the finest magazine in the 
photographic field. 

PHOTOGRAPHY will be issued on high-grade 
enamel stock to permit the best presentation of 
illustrations and advertising. 

For the advertiser, PHOTOGRAPHY will repre- 
sent a valuable expansion in coverage in the vast 
photographic market. 

Ask for information about PHOTOGRAPHY now. 


ADVERTISING FORMS CLOSE JULY 5 
FIRST QUARTERLY ISSUE...FALL, 1947 
ON SALE AUGUST 22 
25¢ PER COPY AT NEWSSTANDS. MAIL SUBSCRIPTIONS . 12 ISSUES, $3.00 


Lis 
A ZIFF #® DAVIS Publication 


185 North Wabash Avenue, Chicago 1, Illinois New York 


FLYING - RADIO NEWS .- 


RADIO-ELECTRONIC ENGINEERING - 


Washington Los Angeles . London Toronto 


PLASTICS - 


Announce the Quarterly Publication of 


ZIFF-DAVIS FICTION GROUP 
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Collman Names Booth 


George H. Booth, formerly with 
Kenyon & Eckhardt, New York, 
has been named advertising and 
sales promotion manager of the 
Collman Mfg. Corporation, Erie, 
Pa., manufacturer of the Collman 
“58” electric shaver. 


SOAN Adds Williams 


J. C. Williams Company, out- 
door advertising organization op- 
erating in 39 communities in 
northern New Jersey, has been 
elected to membership in the 
Standard Outdoor Advertising 
Network. 


ST.<«83 Gs SE bs 


MISSOURISS MARKET 
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ST. JOSEPH NEWS-PRESS 
St.doseph Onzette 


Nash Tops Poster 
Readership Study 


New YorK—A Nash outdoor 
poster won top recall honors in 
a readership study of 21 outdoor 
posters, conducted in eight north- 
ern and midwestern cities during 
March by the Standard Outdoor 
Advertising Network. 

The Nash “You darlin’” ad was 
recalled by 69.6% of the respond- 
ents in Allentown, Pa. Average 
readership rating of all posters 
was 49.7%. The Nash poster rated 
65.2% in Lawrence, Mass.; 61% 
in both Battle Creek and Roches- 
ter; 60% in Wichita, and 52% in 
New Haven, Conn. Geyer, Newell 
& Ganger is the agency. 

Coca-Cola’s “New Cooler” de- 
sign, a Gulf “Twins” poster, and 
a poster for Black Horse ale were 
runners-up. 


The study was the first non- 
private survey of outdoor reader- 
ship conducted during late winter 
months, and aimed to refute the 
assumption that outdoor advertis- 
ing readership drops during winter 
months. Hughes Market Research 
conducted interviews in Roches- 
ter, and college students trained 
in market research did the inter- 
viewing in the other seven cities. 

A total of 3,310 interviews was 
made. 


AFA Convention to Hear 
Direct Mail Speakers 

Lined up to discuss the central 
theme, “Trends in Direct Mail 
Advertising — Past and Present,” 
at a special session of the Ad- 
vertising Federation of America’s 
annual convention in Boston May 
25-28 are: E. Wright Thomson, 
vice-president, Dickie Raymond, 


Boston, who will evaluate “The 


Place of Direct Mail in the Ad- 
vertising Picture,” and Charles S. 
Konselman, advertising and pub- 
lic relations manager, A. & M. 
Karagheusian, New York, on 
“Media Cooperation by Adver- 
tisers.” 

Also scheduled are 
Stone, vice-president, National 
Research Bureau, Chicago, on 
“Copy and List Factors,” and 
W. D. Molitor, vice-president and 
director of sales, Edward Stern & 
Co., Philadelphia, on “Production 
Problems and Costs.” 


Robert 


Lewin Boosts Newsteder 


A. W. Lewin Company, Newark 
and New York, has elected Leon- 
ard Newsteder vice-president and 
member of the plan board. Mr. 
Newsteder joined the agency in 
March, 1944, as director of incus- 
trial research and copy, and the 
following year was appointed di- 
rector of the industrial division, 
with headquarters in Newark. 


BUILDING A FUTURE 


Every house built cuts into 


shortage and builds a future market .. . 
Construction of 2,090 family units during 
1946 was a step toward solving the pro- 


the critical 


FOR DETAILED 
REFERENCE DATA 


CONSUMER 
MARKETS EDITION 


blem in the Nashville area. The $11,118, 
525 spent for this work helped keep em- 
ployment high and created a greater po- 
tential market for your products ... And 
you can make the most of this sales po- 
tential by reaching the large audience who 


turn to WSIX. 


AMERICAN ® MUTUAL 


5,000 WATTS 980 


KC. 


Represented Nationally by THE KATZ AGENCY, Ine. 
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WSIX gives you all three: MARKET, COVERAGE, ECONOMY 


Advertising Age, May 12, 1947 


AFL's $400,000 
Radio Campaign 
Moves into High 


New Yorx—The American Fed- 
eration of Labor’s bigtime radio 
campaign, a part of the over-all 
union battle against pending labor 
legislation, which got under way 
last week with daytime and eve- 
ning programs over ABC, will 
continue throughout May —and 
possibly longer—if AFL policy 
makers decide it is necessary to 
win their propaganda fight. 

Today through Wednesday of 
this week’s across-the-board 15- 
minute show (ABC, 3:45 p.m., 
EDT) will feature Arlene Francis 
and Sam Wanamaker. Future pro- 
grams in the _ series, handled 
through an entertainment union’s 
committee with participants re- 
ceiving equity minimums, still are 
in the planning stage. 

Thursday night’s variety hour 
is being arranged in Hollywood, 
with an unannounced corps of 
stage and screen artists taking 
part. It is planned to have the 
night shows’ rebroadcast over 
Mutual on Sunday afternoons. 

Between $300,000 and $400,000 
has been alloted to the first 
phase of the radio campaign, but 
there is speculation that the union 
may decide to continue some type 
of broadcasting on a permanent 
basis. This business was placed 
direct. 


RCA Demonstrates 
New Color Video 


The projection of electronic 
color television pictures on a 
742x10-foot theater screen, the 
latest color television technique 
of RCA Victor division of Radio 
Corporation of America, Camden, 
N. J., was demonstrated for the 
first time at a meeting of the In- 
stitute of Radio Engineers in 
Philadelphia. 

R. D. Kell, RCA laboratories, 
who traced the progress of color 
television to date, said it is still 
three to four years behind black 
and white. Dr. D. W. Epstein, of 
RCA laboratories in Princeton, 
N. J., described the all-electronic 
simultaneous method of projec- 

on. 


Station WNBW Gets 
Video Transmitter 


The first postwar television 
transmitter of RCA Victor divi- 
sion of Radio Corporation of 


America, Camden, N. J., has been | 


delivered to Station 
Washington, D. C., W. W. Watts, 
vice-president in charge of RCA 
engineering products department, 
has announced. 

The new transmitter, which 
provides for operation on all 12 
television channels allocated to 
commercial metropolitan televi- 


WNBYW, | 


sion by the FCC, will operate on f 


channel four, using a super turn- 
stile antenna. Mr. Watts said that 


transmitters of this five-kilowatt fF 
type now are being produced inf 
quantity and will be shipped at Ff 


the rate of several monthly. 


Curtis Names Davison 


W. Donald Davison, formerly in 
the New York office of Midwest 
Farm Papers, has been appointed 
an advertising sales representativ 
for Country Gentleman, in the 
New York office of Curtis Pub- 
lishing Company. 


Appoints Houghton A.M. 


Robert L. Houghton, for eigh' 
years with the advertising and 
promotion department of Lever 
Bros. Company, Cambridge, Mass., 
has been appointed to the new 
office of advertising manager for 
J. A. Wright & Co., Keene, N. H., 
manufacturer of Wright’s Silver 
Cream. 


7 . 

Our World’ Appoints 
Our World, New York, national 

Negro monthly, has appointed 

Interstate United Newspapers, 

New York and Chicago, as na- 

tional advertising representative. 


ee 


F 72 Bat é 4 ¥2: aes eet Feta ity ke WEE Se eG AM A “TLS 
‘c . n = gs a a me ee ait vee “e $5 
whe . at a ate " xf 5 ¢ ¢ , rif es J ‘ " aa ; 2 2 = E F : 5 2 “ 2 
| | : 
| — j 
a 
oy 
E Rr dae oo, 2 PR ee PN 2 Ny rr aah, teeta ae se ae 
a gh BERR il Ie ea RA ER LY” 7S eae ae mee Meee 
7 “the ee SS cee ee eh ee Bee oe Pe Cokes AOE. ae ane Ligh ae ee Sena es 
Ai er eo ae aay aga tie =) Sy 
: eee Pate Bo ae Sle ac Re a Bg a yt ST ae (pig RGR = Zee Sian §, eee 
aa eee ME og Oe ee <I 8 Ry 
ON RE GE eS eee: Gay ene Ne 
eg bg | ae. eS a Be Sreigist oes 8 4 es 
ee say eee pee Fe ay Seat! oes oe ee eM ee cy Lites 8 
Site 2 oi Be, ME en stag A . a ee ie ae ag 2 
: aia a aa a a : “Cae oF 
: aes. ae ins ot 
, Ay A ae pene” oa : Bis ee) bi es 3 
ch? i = bs; 
Daag cae Sy re be =, 
SEK ‘ a ay ae 
m salle 4 _ rand a 
# is yes  . ¢ ag ‘ 4 
e 9 Sage ge : 
: 4 i” & : 
‘ a p , eae “ 
: Ps “Sk ied Bec A fo ” 4 
oy = Pe anne 
Deen ae Pho Peg Nae 5 ag ee 
. ‘4 Meat ok: % =: 
ge wee ae se sgl ak ah 
; dees a eae ay a 
: ‘ ‘ ee. 4 ce Ted » 
Be ~ ig j "aa ah pe 4 : “7a , _ 4 — —___ 
; ss ; : , Py > © >. _ 
il ae igs oe t Pee 
My ; ‘ - s Fite Se . 
Dy Pog ~ 5 y MTS ce 
—" at ete eR Po 
Ss : en. ao Se ree 
G I 8 ae a i Pee 
-s Oe eee Sh 4 
oe ’ Maya Oe Ge se ie oS rl 
~ sy Se tee > Nya te <i ae al penerger es « Seog 
a Be ae Re ie gi 
‘ a and EO eee oh 
ace . 4 ae ae “ ee 
ab ide , Beco. 1 So et wete eee re 
Z ) - ae ee ee 
7 ae : wo te Gee rae, ok = rial hag 
: —! BS ge eae maid 
: : eT , 3. tice meee i ie RR es 
, d cen ao. as Ca ae ee mae cae aie " ete 
4 3 5 ual ee: Be Pa eit : = ere p Y te on ete Spies 
a : ek eee LP t ee i ete Bea ol yt el 
EX. acces ad hes ee es pe Oe On ea ;. T Acp i aie’ q 
a pe a pe en. a ete BO ge i PE aah 
; ae. ee pn eee en ae tiene we 
i: 3 a aw ‘ pee ee ps ay x ee pote “ = ina ks ngselitiey ae ay aN 5) ys vy" Ste 
4 wea ee ee eo - gine =, pile i — AW he ce ome . 
F em ee ae Ore 6 ae ra ‘ wy eee eae } % 
M Se Tage sane Nae Soe ' so oS een : 
3 ns 2 Bh res ae : z — | a ee csr ee 3 
fe i <a é eed op ea ea Bese Sarena 2 
; eee : pith rad creme ane ee, Se 
P Pe ee ww ha ee 
a ee, pete ea re er Ss “er i: De oe 
ss — aac: . ae Ps ei 
= Shy te er ge - Gs ‘os 4 ED = 
: aoe ee ee. ea ay ee Batt iis 
: r i spiel t ores Seg! tn erie ga #3 . te. 
a ed moe es Sa oe! , te 7 4 : ; tga * ot ae 
i “emma Bh mee = in Segal. MOPAR ion eh ned — aa e . sages é 
Yn Stl 2 . oaeee PY . oo an bie ; ». os ae age 
a an eer pee Prag Rieie: eh Ch nn : ae “a * pee Pas 
ae am qe ike = Sh 4 Ne ok. ce ; 
a ae ee. ea oie te - 
i. gre 2, : io pe RRO NES oa a 
. _ a > z ’ ne 45 ~ a 
; rit = a PT Se ce 1 aie 
Roe a ae etn © < Se Seaport ok ae ee 
i Vea i an a Fee 35 a” Se oe eo 
See eR) ‘ ete i 
es ES ey ae er %. * es CS 
Pee “3 o) ee : -s “hah cad 
Pe eS : — . ie are ee ‘aie ide pe. ; 
rahe anaes a eT ae Lae eC 
: Sop ta ae i < e ; a I ei, oe 
7 ‘ ile, : ss. a ae sees a 7 
a 
fv 
ip 
ah 
a | 
4 
) 
See axet : 
Tle . 
mH A gook 
: a | 
q ‘d . 
a Be 
a | | 
ce Ole : 
Z 
ay Pe 
: —— OMe Al j : 
ee es Capita Cr | 
% c ei } 
( - 7 | 
ee SS | 
, EHH | 
eee —_ - 
1 | ee ee | — 
f <~ “ as 4 ~¥ “ - . % 4 ad 4 : 1 
Ls 4. te - Ya s = k - +. ee 


1947 


i ati 


anent 
laced 


TOYS TODAY... YOURIOAE TO 
——— 


ee 


_, the ODAY engineers are toying with the idea of a gas- 
a turbine family car. This new idea is expressed in 
oo JET POWER COMES DOWN TO EARTH, an article in the 
May issue of SclENCE ILLUSTRATED which answers 13 per- 
color tinent questions asked by all kinds of people curious about 
jet engines. 


rojec- | The treatment of this topic is a typical SCIENCE 
ILLUSTRATED approach to news of science; reporting lab- 
oratory action; forecasting future developments and out- 


vision lining their application to daily living. 
m of 

owt SCIENCE” ILLUSTRATED for May is full of similar ar- 
"RCA ticles and features that tell you with pictures and terse 
on writing what science is doing to make your life better. 
all 12 These titles speak for themselves: 

i oa CAN SCIENCE DO ANYTHING ABOUT YOUR TOWN S WEATHER? 
a thet YOU IN 1960 

ea it SOUND: A NEW FORCE IS PUT TO WORK 
SHIP-SHAPES ARE CHANGING 


1 COIN-FED MERCHANTS 


and 25 other articles and departments. 


SCIENCE SCIENCE ILLUSTRATED reaches an audience of alert, 


POP = eR ae ena Rag te 


FOR intelligent people with serious, analytical and inquiring 
A.M. | minds. The kind who desire to keep in step with the 
eight DAILY ' 

s and} times: to work with the new materials and make the new 


Lever y 7 , F : 
Mass., LIVING products fashioned by science. SCIENCE ILLUSTRATED read- 


er for IN ers are thinkers and doers. 


= - 


gt "A MeGRAW-HILL PUBLICATION + 330° WEST 42nd STREET - NEW YORK 18/NOY. * 
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Back to a Nickel for Peter Paul 


The effort of Peter Paul, Inc., 
to get nickel candy bars back on 
retail counters at five cents 
interesting and _ significant. 
demonstrates again that products 
whose price is tied to a coin are 
rigidly ‘‘price-fixed” in the 


is 


so 


public mind that any change in| 


them, no matter how modest, is 
a matter of concern. 

A “five-cent’” candy bar or 
package of gum, selling for six 
cents on retail counters, has not 
merely gone up one penny, or 
20%. It has been snatched, all at 
once, out of the realm of 
venience merchandise. You can 
no longer lay down a single coin 
and pick up your merchandise; 
you’ve got to make a mental cal- 


con- 


culation, think a bit, reach for 
another coin. And this mental 
hesitation is enough, in a goodly 


percentage of cases, to prevent a 
sale. 

Most merchandisers in the one- 
coin price field (and their num- 
ber is far greater than you might 
believe), have known the sales 
magic that exists in a one-coin 
price. They have, until recently, 
done everything short of making 
their merchandise invisibly small 


| partly because of producers’ ac- 
| tions and partly because of moves 


| by retailers, the nickel and dime} 
It | 


items in retail stores have almost 


universally moved up to 6- and 
12-cent items. 
| While everything was selling 


like hot cakes, the drag of these 
extra pennies went unnoticed. 
Now, as we show signs of return- 
ing to President Harding’s long 
forgotten “normalcy,” the effect 
is being felt. 

So Peter Paul, Inc., cuts the 
wholesale price of its bars a nickel 
a box and makes a determined 
effort to get back into the five- 
cent price class. Wm. Wrigley 
Jr. Company, which undoubtedly 
knows its five-cent field better 
than any one else (with the pos- 
sible exception of Coca-Cola), has 
resisted a _ six-cent retail price 
with the most forceful weapons at 
its command. 

Most coin-priced items do not 
sell at startlingly large markups, 
and price reductions may not be 
possible unless costs come down. 
But it is a cinch that more and 
more ‘“five-cent sellers’”’ will be 
doing their darndest to get back 
to a one-coin price again before 
a substantial part of their market 
disappears into thin air. 


The Brand Fight Gets Intensive 


in order to avoid changing their 
prices. But in recent § months, 
It is rather significant that, in 


last week’s issue, ADVERTISING AGE 
reported the unusual tie-up of 
Kroger Company with Life, and 


the thinking of Safeway Stores 
on the national brand issue. 
Kroger, the country’s third 
largest grocery chain, is in the 
midst of the most exciting and 
extensive promotion ot national 


brands which any large corporate 
featured. 
other hand, says 


grocery chain has ever 


Safeway, on the 
frankly that it wants products, not 


brands, and that it refuses io be 
put into the position of a “buyer 
of labels.’ 

The juxtaposition of these two 
pieces of news highlights the situ- 
ation unusually well The feeling 
about nationally advertised 
brands is obviously sharply di- 
vided, and more ense, one 
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quarters such cooperation was 
hailed as the dawning of a new 
light, marking the diminution of 
conflict. In other and more cynical 
circles, the greatly intensified in- 


terest of retailers in nationally 


advertised merchandise was iden- | 


tified only as an attempt to soften 
up of hard-to-get mer- 
chandise. 

We 
good 


sources 


of the 
retailers 


much 
by 


that 
exhibited 


believe 
will 
was designed to make it easier for 


retailers’ buyers. But we also be- 


lieve that many retailers changed 
their ideas about the value of 
makers’ brand names in promot- 
ing their stores. Hence, we expect 
to see some—but by no means all 

of the delightful camaraderie of 
retailer and national brand maker 
remaln 

Whichever way the wind blows, 
one thing obvious Brands, 
whether “national” or “private,” 
have no value unless they are well 
and favorably Known to the ulti- 
mate consume! That means in- 
telligent and aggressive promotion 

ivertising 
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Merck Review 


"It's a world-shaking discovery—but we'll need a pnotogenic redhead in a 
bathing suit to get into the news.’ 


_Unmask, Jack Carson! 

You remember a_ remarkable 
|epistle published by AA March 10, 
which purported:to be from one 
of West Madison Sts, elite, and 
protested vigorously “that Jack 
Carson had never switched to 
Calvert, but clung steadfastly to 
Old Taylor. 

We are now able to report that 
“Jack Carson” is the whisky-writ- 
ing name of Franklyn E. Doan, a 
member of Roche, Williams & 
Cleary’s public relations _ staff. 
When Marguerite M. Wright 
wanted to reproduce the letter, 


Mr. Doan admitted he had written | Generally Generic 


it. Miss Wright, who is ad man- 
ager for Stitzel-Weller Distilleries, 
Shively, Ky., thinks Mr. Doan is 
a very witty man with a type- 
writer, and we agree. 


Step Right Up 

Much of advertising owes its 
magnificent present to humble 
origins in the mail order proprie- 
tary business. To see what the 
boys who stuck around in the gas, 
grumble and painkilling field 
have accomplished, leave us look 


_ letterhead. 
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The following documents may be 
secured without charge from con.- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nation»! 
| advertiser or advertising agency, 

executive writing on his business 


Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 1}, 
Ill. 


No. 2794. Facts 
Washington. 
The Everett, Wash., Chamber of 
Commerce has issued this ma- 
terial, which lists essential facts 
about forestry, agriculture, fish- 
eries, transportation, water, power 
and living conditions in Everett 
'and Snohomish County, Wash. 


No. 2795. 
¢ Poll. 

The Cincinnati Times-Star pro- 
|vides a day-to-day estimate of 
|purchasing power in this new 


About Everett, 


Tenth Annual Pay Rol! 


Chick of 1947, America’s Most | 1947 pay roll poll. A file folder, 


Beautiful Hen, who is making a} 


tour of the country in a jeep, ac- 
companied by two—count ’em, 
two—‘lovely Hollywood girls.” 
The tour, of course, is tied in 
with the promotion of “The Egg 
and I,” and is timed to end in 


'New York at the time of the 


| Bakelite, 


at this ad for Dr. Caldwell’s Senna 
' that du Pont now says nylon need 


laxative. 

Since you can’t read it, we'll 
quote the first paragraph: “When 
constipation makes you feel punk 


Happy Relief When 
Youre Sluggish,Upset 


WHEN CONSTIPATION makes you feel 
punk as the dickens, brings on stomach 
upset, sour ‘--te,—gase~ “tacamfort, 
as the dickens, brings on stomach 
upset, sour taste, gassy discom- 
fort, take Dr. Caldwell’s famous 
medicine to quickly pull the trig- 
ger on lazy ‘innards’ and help you 
feel bright and chipper again.” 
One of our highly talented op- 
eratives says that the pictured in- 
valid may be upset, but he doesn't 


look sluggish. He doesn’t look 
too much like anything, unless it’s 
a Gjon Mili picture of a man 
watching a ping-pong game. 


Chic Chicks 


We have been right on the point 
of telling about the Poultry 
and Egg National Board’s public- 
itv for a long time. It seems the 
board has picked out a Miss Slick 


you 


| not 


| 
| 


movie’s premiere. 
is laden with an autographed os- 


trich egg, which will go to Mayor | 


William O’Dwyer. 

Which ought to settle the old 
question about why a hen crosses 
the continent. 


Nothing so annoys some manu- 
facturers as to come across brand 
names in lower case, as “there 
was a frigidaire filled with coke 


in the corner sitting on a celotex | 
board.” Comes now Funk & Wag- | 


nalls which says its new college 
standard dictionary lists as trade 
names “Coca Cola, Nylon, Crisco, 
Cellophane, Dry Ice, Kodachrome, 
Stetson, Kleenex, Dictaphone, 
Simoniz, Frigidaire, 
Polaroid, Vaseline, Celotex, etc.” 

One of our scouts says sourly 


be capitalized, that after 
several court battles cellophane 
has been termed generic, and that 
F&W left out an essential hyphen 
in Coca-Cola. 


Cloths Away 

Leafing through This 
Magazine we discovered a ques- 
tion on tipping waiters. Emily 
Post, who answers these queries, 
said flatly: “The minimum per 


| person is 25 cents in a restaurant 


with a tablecloth and 10 cents 
where there is no tablecloth.” 

That’s plain enough. Even ar- 
bitrary. And if the news ever 
gets to waitresses, we can visual- 
ize strikes to force management 
to clothe those bare boards. 


What, No Hittite? 

According to Will Yolen, who 
used to be WNEW’s chief flack, if 
you want a typewriter that writes 
in any of 145 languages (includ- 
ing Sanskrit, Urdu, Katakana or 
Gurmukhi), the place to find it 
is Martin Tytell’s Typewriter Em- 
porium, 123 Fulton St., New York. 


Mr. Tytell is now at work on a 
typewriter for one-armed oper- 
ators, and always checks care- 
fully when someone orders a 
Malayan machine. 

It seems Malayan is Arabic. 
Malayan is spoken in India. He 


has one million type faces, but no 
Hittite—no calls for it. 

Once a man ordered a type- 
writer with nothing but question 
marks. Tytell supplied it, has 
been puzzled ever Never 
heard from him again. 


since. 


The entourage | 


Week | 


carrying basic pay roll data and 
a summary of facts revealed by 
the survey, is issued as a con- 
tainer for monthly calendar re- 
leases showing pay rolls and mer- 
chandising events. 


| No. 2796. First Aid for Direct 
Mail Selling. 

J. J. Berliner & Staff gives, in 
this brochure, a check list of helps 
in direct mail promotion. It deals 
with building new business; as- 
sisting salesmen; keeping dealers 
sold, and many other uses for di- 
rect mail, and in addition, dis- 
cusses mailing list sources and 
gives suggestions for building lists 
and checking them. 


No. 2797. Meeting Place for In- 
dustrial Buyer and Seller. 
The Financial Post, business 
newspaper published by Maclean- 
Hunter, Toronto, has issued this 
“pictorial review” of industria! 
advertising appearing in its pages 
Typical ads of Canadian industria! 
leaders are reproduced in minia- 
ture, with their original sizes in- 
dicated. A_ section called ‘The 
Company You Keep” lists 330 con- 
tract advertisers and the names ot! 

their agencies. 


No. 2798. WQXR 
Study. 

After a wartime lapse, Statio 
WQXR, New York, has reinstated 
its market analysis service with 
this new study of 1,724 WQXR 
families and the brands they buy 
| ‘What trademarked brands of the 
following products are used regu 
larly in your home?” was_ the 
question asked, and this repor' 
tabulates the answers for 18 items 


1947 Market 


No. 2788. Facts About the Wash- 
ington Radio Audience. 


Station WRC, Washington 
D. C., has issued this report o1 
its January, 1947, area samplin: 
study. Graphs and figures show 
the number of Washington radi 
homes and number of radios pe! 
home; auto radios and listening 
favorite stations; and early morn 
ing and late evening listening. 


No. 2756. Ranchmen Want to Buy 


A ranch survey made by Th 
Cattleman is analyzed in thi 
folder, which covers, along wit! 
some facts and figures on ranch 
men and ranch operations in gen 
eral, 22 items — not includin: 
everyday necessities—that ranch 
men want to buy. The items in 
cluded in the want-to-buy surve: 
include such things as water sys 
tems, windmills, pick-up trucks 
fencing, minerals, etc., and indi 
cate an immediate potential mar 
ket of over $500,000,000, the folde 
says. 
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Ziff-Davis Forms 
New Affiliates 
in Britain, India 


CuiIcaGo—Expansion of the Ziff- 
Davis Publishing Company to the 
international field has been ac- | 
complished by the formation of | 
two affiliated companies in Great | 
Britain and India. B. G. Davis, | 
president, last week announced | 
completion of the organization of | 
Ziff-Davis Ltd. in London and | 
Ziff-Davis-Patel Ltd. in Bombay | 
and Calcutta. 

The 40-year-old president of | 
the Chicago magazine and book | 
publishing company, which has} 
increased its| 
business 33-fold | 
in the past 10) 
years and is now | 
rated among the | 
first 10 in reve-| 
nue, flew around | 
the world sev-| 
eral months ago/| 
to complete the 
organization of 
the foreign affil- 
iates, both 
which are now 
in operation. The companies are | 
not subsidiaries, but include local | 
interests. 

Mr. Davis explained that, in ad- 
dition to publishing magazines 
and books of Ziff-Davis, as paper 
and printing facilities become 
available the new = subsidiaries 
will act as distributors for other 
publishers as well. At present 
the British subsidiary is dilis- 
tributing books put out by Con- 
solidated Book Company, Chicago. 
Thus far, due to paper limitations, 
it has been able to publish only | 
some “one shots” based on fiction 
magazines published by Ziff- 
Davis. In Great Britain importa- 
tion of fiction magazines and 
books is prohibited, so that dis- 
tribution of American publica- 
tions will be confined to non- 
fiction material. 

In India Ziff - Davis - Patel is 
thus far confining itself to dis- 
tribution of Ziff-Davis titles im- 
ported from the United States. 
Publication in India will be in 
English. 

While Mr. Davis has made an 
air tour of South America and 
other parts of Europe and Asia, 
no plans for the establishment of 
other foreign subsidiaries have 
thus far been announced. 


of | 
| 


B. G. Davis 


for Page Security 


| SPECIFY SWING-O-RING 
_ LOOSE-LEA 


/ 


Pi, } 


ino Swing °o Ring binder the poges 


stay in unti | token out. They ore held 


securely by a large number of closely 
spaced rings, twenty-three rings instead 
of three being used in an 8a inch binder 

For longer page life, more pages per 


inch, compact binding 
SEND FOR SAMPLE replocement and low catalog cost | 
S O-Rir moder 
SWING-O-RING Beer ” oa 
BOUND NOT OK e-leat binder. Swing-O-Ring bind Q 
Just write your name 
ond address in 
margin of this ad 


eose of poge 

the 
ers are available in any length and 
with rings up to one inch in diameter j 
the 


SWING-O-RING 


Ovwision of The Fred Goot Co, inc 
314 DEAN STREET 
BROOKLYN 17, N.Y 


KGO Runs News Column 


in Bay Area Newspapers 

Station KGO, San _ Francisco, 
has started a three-times-a-week, 
126-line, paid radio news column 
called “Bob Franklin’s Radio 
News,” which is appearing in the 
Alameda Times- Star, Berkeley 
Gazette, Oakland Tribune, San 
Francisco Chronicle and San 
Francisco News. Intensive study 
of audience promotion advertis- 
ing by the station and its agency, 
Batten, Barton, Durstine & Os- 
born, preceded the start of the 
campaign. 

A weekly radio program using 
the same title is being planned. 


Names Two V.P.s 


H. L. Hochstein has been ap- 
pointed vice-president in charge 
of advertising of Fashion Park, 
Inc., Rochester, and Clarence Op- 
penheimer, vice-president in 
charge of sales. 


| American 
|U. S. and Canada), Life, News- 


Page 3 ‘Story’ 
Develops into 
Listerine Ad 


(Picture on Page 71) 

Str. Lours—Numerous readers of 
the May 3 issue of Collier’s, mildly 
surprised to find the editorial sec- 
tion of the magazine apparently 
beginning on Page 3 with a fiction 
story, read through the copy to 
discover, with varying degrees of 
feeling, that the ‘story’ was ac- 
tually an ad for Lambert Phar- 
macal Company’s Listerine. The 
ad carried an author’s name but 
no signature by Lambert. 

The “story” also is scheduled 
to run in American Magazine, The 
Weekly, Liberty (both 


week, The Saturday Evening Post, 


In addition, the copy wiil appear | 


in Action Stories, Lariat Stories, 
|Ranch Romances, Short Stories 
|}and Weird Tales. Other publica- 
| tions may be added later. 

This is not Lambert’s first edi- 
torialized ad. Several years ago, 
it ran one with a dog speaking. 
No turn-downs are reported for 
the current copy, although the 
“Advertisement” slug at the bot- 
tom, which was inserted by some 
of the publications, was not on 
the proofs when submitted by the 


agency, Lambert & Feasley, Inc., | 


New York. 


Announces New Setup 
for Kester Agency 

William Kester & Co., Holly- 
wood agency, has been reorgan- 
ized following the death of Wil- 
liam Kester Jr. Marshall Kester, 
screen writer for the Hal Roach 
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dent. He was one of the founders 
of the agency but had not taken 
any active part in its operations. 
George L. Randall, formerly ac- 
count executive for the motion 
picture division of Foote, Cone & 
Belding, has been named vice- 
president and account executive. 

George Stillman, also one of 
the founders of the agency, will 
continue as vice-president and ac- 
count executive. William Thomas 
Kester Sr., retired vice-president 
and general manager of Lord & 
Thomas, will be chairman of the 
board. 


Two Name George 


Ernest N. George Company, Los 
Angeles, has been named to handle 
|advertising of the Community 
Building Company, Los Angeles 
builder and subdivider, and Plasti- 
form Mfg. Company, promoting 
Merco-Lite in The Saturday Eve- 
ning Post and in trade publica- 


This Week Magazine and Time. Studios, has been appointed presi-| tions. 


A) 
) 


@) 
SF I} 


A Clear Channel Station... 
Serving the Middle West 


MBS Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg Va 
235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 1} " 
— ‘ 


Ww GN has more listeners* in the Nielsen Radio 


Index Chicago station area between 12:00 noon 


and 6:00 p.m. than any other Chicago station. 


*Families listening a minimum of six minutes per week. 
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12 
Offers Tourist Guide 


Fisk Tire division of United | 
States Rubber Company, New | 
York, is offering a touring guide 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 


Division of 


4 ot 


</ Artkraft® M ing Corp 
900 Kibby St., Lima, Ohio, U.S.A. 


*Tredemorts Reg US Par OF 


| eastern 


service to motorists this spring 
and summer with Rand McNally 
maps showing suggested routes to 
and from each motorist’s destina- 
tion. Fisk distributors will an- 
nounce the service to their cus- 
tomers through personal letters 


|and window displays. 


‘Supervision’ Names 2 
Harold L. Stuart, 852 Leader 


| building, Cleveland, has been ap- 
| pointed to represent Supervision, 


York, in 
Michigan 


New northern Ohio, 


and _ western | 


Pennsylvania. 


Ray H. Davis, 30 


N. LaSalle St., Chicago, with his 


son Bob, will 
vision 
consin 
Both 
Knoebber & Vining. 


in Illinois, 
and western 


appointments 


represent Super- 
Indiana, Wis- 


Michigan. 
replace 


Agency Changes Name | 


W. L. Wright Company, Roches- | 


Pky., Pittsford, N. Y. 


| ter agency, has changed its name | 
to Wright Advertising Agency and| dent of Doremus 
‘has moved its offices to a newly | York, in charge of its public re- 
constructed building on LaSalle| lations and news division, has | 


| 
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| PROTECT YOUR CHILDREN 


Against Disease-Carrying Insects / 


Joins Canadian Facts 


John H. Sunley, formerly mar- 
keting research manager of Lever | 


Brothers Ltd., Toronto, has joined | TRimz 
Canadian Facts Ltd. Toronto, | oes 
marketing and public information | WALL PAD ER ~ on. 
research agency. or a 
po m BHAS FLIES, MOSOUITOS any 


Broderick Elected 


John P. Broderick, vice-presi- | 
& Co., New| 


ae 


SOS 
i 


been elected a director. | 
| ® 
- at? "ie? 
y-PASTE ° bat 
TRIM 2. 08" LE a 
. a t 4 


DDT WALLPAPER COPY—This is some 
of the magazine copy which will appear 
in midyear for Trimz DDT children's 
room wallpaper, which is being boosted 
as a health protecting feature for 
homes. The paper is impregnated with 
a 5% solution of DDT (AA, April 21) 
by Trimz Co., division of United Wall- 
paper, Inc. MacFarland, Aveyard & 
Co., Chicago, is the agency. 


Company Ads 
During Strikes 
Called Failures 


ATLANTIC CiITy—When com- 
panies, from behind picket lines, 
belatedly take their case to the 
public through full-page ads in 
| local newspapers, the results rank 
among “industry’s greatest flops 
and public relations’ most tragic 
failures.” 

So declared Frederick Bowes 
Jr., advertising and public re- 
lations manager of Pitney-Bowes, 
Inc., at the 35th annual meeting 
of the New Jersey Manufacturers 
| Association. He warned associa- 
| tion members that community re- 
‘lations are primarily a reflection 
|of a company’s own internal rela- 
| tions. 

“If we live right with our own 
|people, interpret ourselves and 
|our policies to the local com- 
|/munity, there is usually no com- 
|munity relations ‘problem’ as 
'such,” he said. “No company can 
expect to win community support 
/and liking unless things are right 
|-with its own workers.” 
| It is a mistake, Mr. Bowes 
| pointed out, to consider the pub- 
‘lie as a separate, neutral force 
which will somehow be on man- 
agement’s side if only it can get 
the facts. There is no such sepa- 
rate and distinct force in the 
average factory town, he said. 
|The public in a factory town is 
made up of workers’ wives ana 
families, local shopkeepers and 
others in the community whose 
contact is with labor, not man- 
agement. As a result, he said, the 
community’s basic impression of 
the company depends entirely on 
what workers think of the man- 
agement. 


Crowell-Collier 


Nets $6,539,099 


On total net revenue of $58,- 
646,020 in 1946, Crowell-Collie: 
Publishing Company, New York 
showed a net profit after provi- 
sion for taxes of $6,539,099, the 
company points out in its annua! 
report. 

The net profit figure was more 
than double the figure of $3,049,- 
825 reported by Crowell-Collie: 
for 1945. It compares with about 
$4,034,000 for Curtis in 1946; $4,- 
077,000 for Time, Inc.; $3,723,001 
for McCall Corporation; $3,516, 
000 for Conde Nast; $2,147,000 fo 
McGraw-Hill; $1,091,000 for Chil 
ton, and $906,000 for Macfadden 


Gets Doughnut Account 

Herman Halpern, Advertising 
Winston-Salem, N. C., has beer 
named to direct the advertising o 
Krispy Kreme Doughnut Com 
pany, Winston-Salem, manufac 
turer of greaseless doughnuts 
Newspapers and radio will be 
used. 
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Waytrol Diet Food 
Drive Expanding 
to Many Cities 


Los ANGELES—Waytrol, a 
weight-reducing food product in- 
troduced by Nutritional Research 
Products Company here early 
last year, will soon be introduced 
in many cities throughout the 
nation. An extensive ad campaign 
will be used, including news-| 
paper copy, radio and car cards. 

Waytrol is a_vanilla-flavored 
vitamin-mineral food product and | 
not a medicine. The formula, said | 
to have been prescribed by) 
physicians for 12 years, was pur- | 
chased by the company about 18) 
months ago and placed on the 
market through wholesale drug- 
gists and chain food stores. 

Nutritional Research Products 
is not to be confused with two 
pharmaceutical house advertisers 
with similar names — Nutrition 
Research Laboratories, Chicago, 


MR Broadcasting 
Corporation 


“AND BUILDING, BUFFALO 3,N. Y. 


\ational Representatives, Free & Peters, Inc. 


and Nutrition Research 
ciates, So. Whitley, Ind. 


ASSO- | 


| 
Promotion Pattern Set 


Promotion planned for Cincin- 
nati, Detroit, Milwaukee, New| 
York, St. Louis and other cities | 
is expected to follow that used | 
since March in Chicago. The 
drive there has included news- 


paper ads and transit advertising, | 


all keyed and offering a free food 
chart. 


Chicago but is being replaced by 
another program. 


Barnes-Chase Company 


‘handles the account. 


Offers New Ad Premium 
Service Products Division, 
Woodall Industries, Inc., Chicago, 
is offering a new Presswood prod- 
uct, Ad-Topper, for use as an ad- 
vertising premium. Ad-Topper is 
a paperweight, % inch thick, 8 


here | 


Joins ‘Your Business’ 


message, silk screened on the unit 
in any desired colors. 


Elvera E. Kruse, formerly with 
Kenyon & Eckhardt, New York, 
has been named in charge of ad- 
vertising of Your Business, Phila- 
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delphia, the 


retail 


business paper in 
hardware field. 


‘Queen Anne to Blackett 


, Queen Anne Candy Company, 
|Hammond, Ind., has placed its 
| advertising with Hill Blackett & 
Co., Chicago. 


GIBBONS KNO 


ADVERTISING 


200 BAY STREE 


J.J. GIBBONS LTD. 


WS CANADA 


MERCHANDISING 


T. = TORONTO 


A radio program, “Ask| inches wide and 12 inches long, | 
Doctor Eddy,” has been used in|! with 


room 


TORONTO, 


an advertising 


MONTREAL, 


WINNIPEG, 


REGINA, 


CALGARY, EDMONTON 


VANCOUVER 


Near Crisis at Oxford Paper Company 


by ‘Tony Barlow 


HEN the Oxford plant was 
built at the turn of the 
the 
Rumford, Maine. not far from the 


century, site chosen was 
famous Rangely Lakes. Here, at 
the meeting of two rivers. the 
water supply was big enough to 
take care of future needs for both 
power and papermaking. 


Not only does papermaking re- 
quire millions of gallons of water, 
but this water must be filtered. 
Our filterimg plant at Rumford 
handles 40,000,000 gallons a day. 
That’s enough water to supply a 
city about the size of Atlanta, 


Georgia. 


Papermaking also needs vast re- 


serves of the right kind of wood. 


DESPERATE SEARCH! A POSSE IS ORGANIZED 

TO FIND THE ONE GALLON OF WATER SHORT OF 
THE 40,000,000 GALLONS FILTERED EVERY DAY 
FOR USE IN THE OXFORD PULP AND PAPER MILLS. 


Here again the site of the Oxford 
plant was chosen with a shrewd 
eye to the future of a growing 
business. The mill draws on the 
vast timberlands of Maine. New 
Hampshire and nearby Canada. 


These are but two of the require- 
ments for making quality papers 
— examples of Oxtord’s complete 


I Thaliie l, 


Supe! and 


are: Polar Superfine 
Maineflex Cs Litho, Mainetold | namel, White 
I Nneravatlone ( 


Antique 


facilities for every step from the 


wood to the finished paper. 


These resources. supplemented by 


endless research. help explain the 
high quality of Oxford printing 
papers. Next time, specify Oxford 
for the jobs that mus? be right. 
Sold by good paper merchants in 


the prune Ipal CILICS. 


Included in Oxford’s line of quality pronting and | thel papers 


Fnamel. Mametles Enamel Offset. 
Seal 
Cartan English | 


ma Dripple 


ish, 


| | 
peek, 


outed. 


Aquaset ¢ Miser 


OXFORD PAPER COMPANY 


250 PARK AVENULF 


WILLS at Rumford. Maine 
and West Carrollton. Ohu 
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206-GONE-DEST & 


H ’ 
~ a s the dog-gone-dest result story 
ot heard! It started last January 11 
e article entitled ‘‘Prodigi 
2 / rodigious Perr 
aan appeared, eulogizing a inst 
a of dog called the Chinook. A great 
iia Post readers (over 3,000) wrote Mr 
7 sh asking for Chinooks. Some offered 
s 
, —— ni $500 a pup. Mr. Greene has been 
ie 30 pups a year. At that rate, it 
e over a hundred 

all the requests! ne 
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t many persons upped their 
(000 to $50,000, or even 
Fven agents bought 


ity policies 1 


le renewing his personal 
ness reported tha 


thought about all the 
-an be brought against 


A Post editor, wil 
liability insurance, 


i 


protection from $1 


nightmarish suits that ¢ 
i & q person and promptly assigned a writer to $100,000 to $200,000. 
(Soe ; the subject (“When Will You Be Sued?’ policies when they read the cold facts. A 
article Baltimore insurance executive predicted that 
f such policyholders in the 


April 5). The impact that one lone 


ets, in the Post can have 
read the article, applied th 

1 One New Y¢ 

$3,000, 000 in pe 


the number 0 
would be 
all because people 


People 
doubled within a few 


helieve what they 


is astounding. 
se lesson to them- 
rk agency had 
rsonal labil- 


country 
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read in the Post. 
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ijthey see it in 


p Last fall, when Watson 
their advertising campaign for 
they included a quarter-page in 
expected that Po 
in the book, but t 
number of order 
lishers estimate that t 
$45,000 worth of boo 


-Guptill Publicati 


“Norman Roc 
the November 30 Post. They 
st readers would show considerable interest 5 
hey weren't prepared for the record-breaking CH 0 OSES 
s—at $10 per book—they received. The pub- l he P OST 
his one ad sold between $35,000 and re- CHAS 
ks in three months. Cost of ad: $2500. , Mot | ¢ - D. BRIDDELL, Inc 
acturers of cutlery, began ws rang 
_— | £ —_ ad for cleavers in the Post a a 
a Bre | maypsiaig 1946. According to Mr = 
: yfor - Briddell, ‘New cleaver ord ae 
, ee Ort pine 
B he at monthly sales were now = fies 
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Caruso Foods Launches 


Its Biggest Campaign The B ge ed Ranapngel | agg 

; . : pany, Washington, an affiliate of | 
cigaruse Foods, Inc. Long Island | the National Lumber Manufactur- | 
Corporation, has launched the | &rS, Association, has prepared a} 
eaten ad ’ campaign in its his-| P00Klet entitled “Research Facili- | 
tory in the greater New York ties for the Lumber 


' and Wood 
market. Copy is appearing in the Using Industries,” which describes 
Sunday magazine sections of the 
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ers who dropped their programs 
Prepares Booklet due to space shortages, and some 
new business, newspaper linage 
|/in Australia has dropped substan- 
tially because Australian adver- 
tisers have shown no inclination 
to increase their budgets. With 
space rates up, it is estimated that 


Aussie Ad Costs 
Rise; Agencies 
Ask Rise to 15% 


the company’s research functions | 


; New York Times, Herald Tribune and facilities in the fields of wood | moding dune, 1000, ic are. 
“ Mirror, News and Journal-Ameri- cous dee re SypNEY, AUSTRALIA—Increasing | mately half that of the year enc- 

ro Ml mcg nig Ag i | ee ee*| = ae : 
E World - Telegram, Staten Island| Clara Drug to Ensign | | geal pe th FP reaciey i Rega | Ad Rates Up 65% | ) 
Me ire Sit Sobral and ne Sere) eee Pas Wa ined Re EK, PREPACKAGED —Ubiny lag di Advertsing Agencies "when it survey, of 38 daes sows If 


day Home Magazine of the Jour- 
nal-American. Grocery trade pub- 
lications, window streamers and 
other point-of-sale material are 


Ensign Advertising Company, | 


| Pittsburgh, to handle its advertis- 
ing. National magazines will be 
|used to promote Knight’s poison 


sion's gift carton for its Tally Ho 
beverage sets was a prize winner at 
the recent folding box convention in 
Chicago. The package was produced 


|tries again this month to effect 
a rise in agency commission rates 
‘from the present 10% to 15%. 
|Earlier this year (AA, Feb. 3), 


that in 1939 the average cost pe 
inch (under 1,000-inch contracts) 
| was about $1.76; today the same 
space costs $2.88 per inch, an in- 


by American Coating Mills, Elkhart, 
Indiana. 


being used. i\ivy remedy. crease of about 65%. The result- 


‘the Australian Newspaper Pro-| ‘ : . 
ing decline in space usage also 


| prietors’ Association refused a . 
| similar request means that many advertisers ar¢ 

At the same time it was learned | forced to buy on the rates avail- 
that the agency group will at-| able through contracts for smalle: 
tempt to gain an increase in com- | SP@ce, _ Increasing = ee ee 
missions, from the present 12.5% rate actually about 75% over 1939 
to 15%, from the Australian Fed- rates. 


| papers on May 1 a reduction in 


‘whee ARROW wi 


the fair-traded retail prices of , : : i f 

oy Presto encleare Pric I to the | eration of Commercial Broadcast- _Regarding the payment oi 

CHICAGO a 7 “eg ices e|. OES |higher agency commissions, some 

414 SO, STATE S:REET Semmens trade are being reduced accord- ing Stations. f th tional advertis an fee! 
ingly. Despite the return of advertis- | ° See: Saree een vere 


| that the increase in newspaper 
‘rates makes it possible for the 
dailies to absorb the commission 
/increase. The newspapers raise 
the point that advertising rate in- 
creases have had to be submitted 
to the Prices Commissioner, and 
that, although commissions are 
not under his jurisdiction, absorp- 
tion by the dailies of commission 
increases might cause question 
regarding the last rate increase. 
This increase was believed suffi- 
cient only for increased costs, and 
would presumably not allow for 
a 5% agency commission increase. 


IF IT’S GOLD YOU WANT... 
Use a "pan" in Alaska! 


In addition, the agency group 

pf points out, periodicals in Australia 
‘ahs now are paying 15% commissions, 
New Zealand pays 20%, and the 

- U. S., Canada, South Africa and 


South America all pay 15%. 


Four to Watts, Payne 


Watts, Payne-Advertising, Inc., 
Tulsa, has been appointed to 
| handle the advertising of Volume 
Sprayer Mfg. Company, Tulsa; 
Victor Rain Gage Company, Wi- 
|chita; Harrison & Son, Tulsa, 
maker of Lato metal screens, and 
| Midwest Materials Company, Dal- 
| las. 


| Kraft Elects Henderson 


Harry J. Henderson has been 
elected president and general 
| manager of Kraft Foods Ltd., 
| Canadian affiliate of Kraft Foods 
Company, Chicago. 
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Advertising Agency Offers 
Once-In-A-Lifetime | 
Opportunity 


For Experienced Advertising Man 


~~ ee rm 


HIS is addressed to some ad 

vertising manager, assistant 
account executive or copywriter. 
You are about 35 years of age. 
ready for more important re- 
sponsibilities and larger oppor 
tunities in account management 
ind business development. 


IF IT’S SALES YOU WANT... \ 


Use WTIC in Southern New England! 


After proper training, you will 
assist in servicing present ac 
‘ounts and be given ample op 
portunity to share in the ac 
quisition of new business. 


Ours is a “ten-man” agency, 
welLestablished, adequately rec 
ognized, amply financed. 25 
years in business. National 
rwccounts. Serves clients on 
committee — basis. Recognized 
for sound planning and effective 
copy. Located in attractive, 
mid-western city of moderate 
size, 


By every measurement, station WTIC, Hartford, 
dominates the prosperous 
Southern New England Market. 


er ia eu ats 


— 


Please describe qualifications, 
employment and earning his 
tory, fully, in first letter. En 
close picture. Your letter will / j 
be treated as confidential. : i 


a el 


DIRECT ROUTE TO SALES IN Sothern New England 
ne Travelers Broadcasting Service Corporation Affiliated with NBC 


Box 6712, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. / 
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ldvertising to BUILDERS is the | 


selling plumbing, heating anc 
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. . . of course, plumbing and heating men know this. And 
so do electrical appliance merchants. 


These distributors of plumbing, heating and electrical goods 
are working closely with their biggest customer—the Builder 
—and they need and want all the expert selling help they 
can get. 


In 90°% of all residential building, the contractor-builder is 
the final authority in selecting the type and make of this 
equipment going into the job. This is because there is no 


architect or any other factor connected with the majority 


of moderate priced home building. 


To help its readers* get every possible assistance from 
plumbing, heating contractors and appliance dealers — for 
the mutual profit of both — PRACTICAL BUILDER addresses 
regular messages in such outstanding trade magazines as 
“Electrical Merchandising” and “Plumbing and Heating 


Journal.” 


PRACTICAL BUILDER 


59 East Van Buren St., Chicago 5, Ill. 


- 
a nn 


“So aa pa a =a Darr So. oe ae Ware 
se ' is ss; 


We will gladly send you reprints of the PB advertisements 
now running in these two publications. 


Re i 


7 MORE BUILDERS PAY TO READ PB THAN ANY OTHER PUBLICATION 
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America’s Number One Sportsman’s Magazine 
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Advertising results are what count, and Field & Stream advertisers know the 
advantages of result-producing “double exposure.” The advertising 

message is first exposed to key sportsmen with money and the desire to buy. 
Second, key dealers give prominent point-of-sale display to merchandise 
advertised in Field & Stream because they know it sells. 


“Double exposure’”’ means more sales. Field & Stream provides 
“double exposure.” That’s why ... 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN FIELD & STREAM 
THAN IN ANY OTHER SPORTSMAN’S MAGAZINE! 


Field & Stream than in any other outdoor publication. These advertisers appreciate 


THE LEADER—More advertisers of decoys and calls used more space in 1946 in 
the double value that ‘double exposure” provides. » 
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New Overseas 
Unit Is Launched 
by McGraw-Hill 


New YorK—The formation of 
McGraw-Hill International Cor- 


poration, an extension of its 
predecessor, Business Publishers 
International Corporation, was 


announced May 2 by James H. 
McGraw Jr., president and chair- 
man of McGraw-Hill. 

President of the international 
company is John Abbink, who 
headed its predecessor. Mr. Ab- 


bink is also vice-president of 
McGraw-Hill. On his staff are 
George FE. Quisenberry, vice- 


president and publisher (El Auto- 
movil Americano and American 
Automobile—Overseas Edition, 
which he also edits); John Chap- 
man, vice-president and publisher 
(Ingeneria Internacional, indus- 
trial and construction editions, 
and McGraw-Hill Digest) and 
longtime foreign editor of Busi- 


ut 


Our listener- 
families 

“out-wrote™ 
BMB! 


oB 


* 
MINNEAPOLIS } pea }-— 


QUAD.CITIES 


$T. LOUIS 
e 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here .. . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke. 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


DAVENPORT, IOWA 
National Representatives: 
FREE & PETERS, Inc. 


ness Week; Paul West, managing | Hersey, 


business manager; and 


director, McGraw-Hill Publishing | Richard T. Turner, editor of El 


Company Ltd., London, which will 
be an integral part of the new 
company. 


Would Offer ‘Know-How’ 


Also, J. A. Gerardi, secretary; 
J. L. Gilbert, vice-president and 
office manager; K. P. Bliss, di- 
rector of advertising; J. C. Stark, 
executive assistant to the presi- 
dent (all of whom were pre- 
viously with BPIC); John D. 


| 
| 
| 


Farmaceutico and Pharmacy In- 
ternational. 

Mr. McGraw said that “as the 
world’s largest publisher of busi- 
ness, industrial and_ technical 
magazines and books, McGraw- 
Hill feels it has a responsibility 
to make available on the widest 
possible scale the technical ‘know- 
how’ needed by other countries 
for their own economic develop- 
ment.” 


Elects Smith V.P. 


George P. F. Smith has been 
elected a vice-president of Borg- 
Warner Corporation, Chicago. He 
is also president of Marbon Cor- 
poration, a Borg-Warner sub- 
sidiary. 


Paris Daily Suspends 
With the suspension recently of 

Libe-Soir, Paris daily, the num- 

ber of French newspapers which 


have ceased publication since 1945 
has reached 15. 


Advertising Age, May 12, 1947 


Names Abbott Kimball 


American Girl, New Yo 
monthly published by the No- 
tional Organization of Girl Scouts. 
has moved its account from Cher- 
now Company to Abbott Kimba| 
Company, New York. 


A 


Ad Bureau Moves 


The Bureau of Advertising, 
ANPA, has moved its Chicago of- 
fice from 75 E. Wacker Dr. to 
larger quarters at 360 N. Michigan 
Ave. 
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Gets Beverage Account (Peterson Agency Formed Elects LaFar 2 Polishing 
es, Schacter, Fain & Lent, New John W. Peterson, advertising | Arthur B. LaFar, executive AB faces been appointed ad- 
york, has been appointed toj;and sales promotion manager of | vice-president of Angostura-Wup- vertising director of Promenade 
Rate handle the advertising of Saxon} the Climax Industries, Inc., Clin-| permann Corporation, New York,| New York. 
her. Beverages of New Jersey. News-| ton, Ia., has formed the Peterson| has been elected president. He 
b: r papers, car cards and radio will Advertising Agency, with offices| joined the company in 1935 as| _— ‘ 
¥ be used. in Clinton. sales manager, was elected a vice- Rejoins National Dry 
——_—_—. —$__—___—_— president in 1939, and has been Fred Cox has been appointed 
° . executive vice - president since| general sales manager of Na- 
Compton Names Field _To Steedle, Rankin Krovi af tional Dry Ltd., London, Ont. 
sing Joseph Field, New York news- William <A. Greca Company, | a |maker of Wishing Well drinks. 
.. paper and public relations man,| New York, candy gift packaging, . : Mr. Cox was active in the early 
sare has been named assistant pub-|has named Steedle, Rankin & Appoints Simler development of Wishing Well and 
igan licity director of Compton Ad-| Boyle, New York, to direct its W. E. Simler, formerly vice-|is returning to the firm after an 
F vertising, New York. advertising. president and advertising director| absence of 10 years. 
a sa ue Latest figures on Ohio 
q ee, ee se. a”! > State Sales Tax for 
- appeals to active, searching minds” [terre 
ss Pe | eee eee. a ed Sn . County have hit a new 
% high. 


1947 Summit County 
| | sii kis ere OT. collections to April 5th 
| | ae eee iil a ee” Oa een fe Ea ee Te i totaled $1,492,139.53 
\ compared with $1,206,- 
446.82 for the same pe- 
riod in 1946. This is a 


eo “Satisracrory sales results—the only sure yardstick of media effectiveness—prove that gain of $285,692.71 or 
Ba y & ey A 

5 media delivering solid factual material as well as useful, stimulating, ‘how-to-do-it’ ideas i 

: ° 
are 2 produce better per dollar spent. The reason is simple. This is the kind of editing that | These figures mean just 
x9 _ one thing . . . AKRON 


appeals primarily to active, searching minds . . . minds that consider advertising in the 


IS A RICH, FREE- 


same light as editorial content. To such minds, advertising serves to satisfy interests and | SPENDING MARKET 
desires created by editorial features.” _ THAT PAYS HUGE 
=) eee Soe _ DIVIDENDS WHEN 


ERWIN, WASEY & COMPANY, INC. 


PROPERLY CULTI- 
7 © & VATED. 
The pr i- 
That's been the Popular Mechanics formula since 1902, Mr. Tveter. proper wey to culti 
Attracted by informative editing, the fact-hungry “P.M. MIND” reads vate this rich market is 
. ' 
ads deliberately—and consciously responds. Continuing readership consistent use of Akron's 


studies show more than 31/2 MILUON of these super-receptive “P.M. aren isgy 


only daily and Sunday 
newspaper with a circu- 
lation that has also hit a 
new high ... 132,584 
daily and 133,678 Sun- 
day. 


Minos”—a big and profitable market for any man-bought product 


from raincoats to razor blades. 


JOHN S. KNIGHT a 
PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 
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:.. retailer is a practical gent. 5th Cover—the Sunday newspaper in which 


. TW M circulates—talks the retailer's own 
Show him a campaign that'll reach mil- 


language. 

lions of homes from Coast to Coast—and he 

starts asking questions about the handful of Inside of the Sunday newspaper, any 
families near his store. leading national magazine would take on 


added appeal for the dealer. It would be a 


Show him a schedule that'll keep plug- neighbor of his...a part of his own local ad- 


ino your product for 52 weeks,—and he as ; 
Bing y a P . baa vertising medium...where he spends his 
wants to know how many sales he'll ring u ; 
y & UP own ad dollars, talks business to his own 

next week. 
customers, and rings up the results on his 


In short, he’s not thinking of a nation— cash register the very next day. 


he’s thinking of a neighborhood. He’s not Inside of that 5th Cover, THIS WEEK be- 


interested in advertising—he’s interested in . 
comes more than a leading national maga- 


sales. And when it comes to magazines— 
8 zine that reaches just about every 4th home 


the biggest national magazine, to him, 1s ; is , 
BS S in the U.S. A. It takes on an “extra ingre- 


only as strong as its local link. el 
y & dient’’, a shot of immediate local sales power, 
* *% * that turns leisurely magazine advertising in- 


to down-to-earth selling. 
That’s why the retailer’s face lights up 


when you show him THIS WEEK Magazine, And that’s something most advertisers 


all dressed up in its “5th Cover”. For that are going to be looking for this year. 


THIS WEE 
3¥2 MILLION CIRCULATION Magazine EE 19 MILLION READERS 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal Des Moines Sunday Register The Philadelphia Sunday Bulletin 
The Baltimore Sunday Sun The Detroit News The Pittsburgh Press 
The Birmingham News The Indianapolis Star Portland Oregon Journal 
The Boston Herald Los Angeles Times Rochester Democrat & Chronicle 
| The Chicago Daily News* The Memphis Commercial Appeal St. Lovis Globe-Democrat 
The Cincinnati Enquirer The Milwaukee Journal San Francisco Chronicle 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Spokane Spokesman-Review 
The Dallas Morning News New York Herald Tribune The Washington Sunday Star 


*Saturday Edition 
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PITTSBURGH AND NEW YORK 


TWA Hails Radar 
in New Series 


New YorK—Last year, as air- 
line crashes made black head- 
lines, many a query was raised 
about the lack of radar on trans- 
port planes; the answer lay in the 
weight and cost of the available 
sets, sets designed for use in war- 
planes, where weight and cost 
were incidental factors. 

Last week TWA announced that 
its chief, Howard Hughes, had de- 
veloped a radar set applicable to 
commercial airline planes, and 
that the set was cheap, and would 
be offered to other airlines at cost. 

A light-and-horn system alerts 
pilots when “the plane comes too 
close to the ground or any build- 
ing, bridge, mountain, airplane or 
other obstacle, regardless of dark- 
ness and other weather condi- 
tions.” 

The device, developed by the 
electronics department of Hughes 


installed on TWA planes. In a 


Aircraft Company, is now being} 


=a 


signed series of advertisements 
Mr. Hughes said it “will be of 
great assistance in our efforts to 
eliminate the type of accident 
which received so much public- 
ity last year.” 

The advertisements will run on 
a staggered schedule in 75 news- 
papers in 40 on-line cities during 
May. Similar copy will appear in 
black - and - white pages in Busi- 
ness Week, Collier’s, Life, Look, 
Newsweek, The Saturday Evening 
Post, Time and U. S. News. Each 
magazine will get one insertion, 
and the radar campaign will be 
finished by early June. 

Kudner Agency has the account. 


Y&R Boosts Rosebrook 


John B. Rosebrook has been ap- 
pointed vice-president of Young & 
Rubicam, New York. He joined 
the copy staff in 1927 and in 1943 
was. named manager of the copy 
department, a position he will 
continue to hold. H. S. Ward, 
vice-president, continues as di- 
rector of copy and head of the 
department. 


/ 


V4 


Kh 


LIGHTS UP—Made of translucent plas- 
tic and powered by a small battery, 
this new parrot pourer glows in color 
when the bottle is tilted. The pourer 
was produced for Jas. Barclay & Co. by 
Design Fabricators, Chicago, under 
license from McStay Jackson Co., in- 
dustrial designer. 


Western Waves, Inc., 
Buys Station KEVR 


KEVR, 10,000-watt Seattle sta- 
tion established in 1940, has been 
sold by Evergreen Broadcasting 
Company to Western Waves, Inc., 
a new corporation of 10 stock- 


holders headed by Mrs. A. Scott 
Bullitt of Seattle. 


Officers of Western Waves, Inc., 


are Mrs. Bullitt, president; Henry 
B. Owen, formerly district direc- 
tor of OPA, vice-president and 
general manager; Raymond G. 
Wright, secretary, and Stimson 
Bullitt, Mrs. Bullitt’s son, treas- 
urer. 


Mahr Names Walker 


Mahr Mfg. Company, Minne- 


apolis, manufacturer of rivet 
heaters, forges, torches and other 
industrial products, has placed its 
account with Harold C. Walker, 


Minneapolis. 
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Capper Survey 
Shows California 
Is Farmers’ Mecca 


TOPEKA, Kan.—Nearly nine out 
of 10 farmers will take a vacation 
trip this year, a survey by Capper 
Publications indicates. 

The survey covers 1,274 replies 
to 2,000 postal questionnaires 
mailed last November to readers 
of Capper’s Weekly, Michigan 
Farmer, Missouri Ruralist, Ohio 
Farmer and Pennsylvania Farmer. 

The study shows California is 
the mecca of the plurality of_the 
subscribers questioned. Florida is 
second in popularity with eastern 
readers, Washington state with 
western subscribers. 

From two-thirds to four-fifths 
replied that they will travel by 
automobile. Most of the others 
will go by train, some by bus and 
a smaller number by commercial 
or private plane. Between three 
and four people will make up the 
average vacation party. 

August is the most popular 
vacation month, with July second 
and June third in popularity. 
More than half replied, however, 
that they will take their vacations 
in other months. The survey in- 
dicated that vacation plans are 
made long in advance, four out of 
five having decided last November 
where and when to take their 
vacations. 


Fenga Joins Germanotta 


Michael Fenga, formerly asso- 
ciate art director of United States 
Rubber Company, New York, has 
joined Roy Germanotta Studios, 
New York, as art director, man- 
ager and consultant. 


Like all styles approved by Boot and Shoe Recorder, this man's leisure shoe will 
be accepted for buying action by the nation's leading retailers and wholesalers. 
Buyers know that style trends are clearly defined in each issue—interpreted 
against a background of long experience and close contact with every factor in 
the shoe industry. They study the Recorder religiously — for the authoritative 
forecasts of its editors, and the complete cataloging of new styles presented by 


its many advertisers. 


BOOT AND SHO 


A CHILTON © PUBLICATION ® 100 EAST 42d ST., NEW YORK 17, N. Y. 


“STRICTLY 
BUSINESS” 
DUN’S REVIEW 
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A HECK OF A LOT OF PEOPLE 


. . . when The Journal comes out .. . but, its the right-kind 


A series designed to 
help oil men get 
more from their 


walssite sondiinn Vahe of noseyness, for they want to KNOW what goes on in their ie 
oe Resp industry — the Oil Industry! nd 


their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas journal. 


22,601 of them are paid subscribers to The Journal... who 
CONCENTRATE their reading in The Journal . . . on whom it 
would pay you well (as an advertiser) to CONCENTRATE 
your advertising message . . . because readers of The Journal 
are the RIGHT people, in the RIGHT place to “interest” 
YOUR business. 


EXPERIENCE PROVES ...1T PAYS TO CONCENTRATE 


PUBLICATION OFFICE: TULSA 1. OKLAHOMA ® OFFICES: NEW YORK, 
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9 out of 10 Outdoor Life subscribers renewed 

their subscriptions in 1946! And, Outdoor Life 

maintains the largest newsstand circulation of 
Count On | any sportsman’s magazine—bar none! Only 
such “solid gold’’ reader loyalty can assure 
Real Reader the constant, concentrated readership your 
Loyalty advertising message needs for top results in 

sales. Yes, in the outdoor field, the Solid Gold 

Sportsman comes first. Cover him in 

Outdoor Life. 


The vast outdoor sportsman's market (there are 
at least 20 million of them) spend some 
$4,000,000,000 a year in pursuit of their 
' hobbies. Yet, no single magazine dominates this 
Solid Gold market. In fact, the first four cover only about 
. 20%. Since you can't reach all the sportsmen, 
Sportsman First your best bet is to aim for quality circulation— 
not quantity. Shoot first for the Solid Gold, 
upper bracket sportsman. 


Cover The 
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Outdoor Life readers spend more because they 
\ earn more. Compare! The Average Outdoor Life 
Reach Him reader earns $4,814.00 a year. The national 
average is $2,242.00. What's more! 66% of 
In Outdoor Life | Outdoor Life readers earn an average income 
| higher than $6,000.00—almost triple the 
national average in 1945 ... Solid Gold! 


A recent series of surveys among the nation’s more Solid Gold, upper bracket sports- 


sportsmen has revealed some highly provoca- men—men who spend more time out- 
doors, who have more money to spend, and 


tive buying-power facts: 


Boiled down and interpreted, these facts prove who do spend it. An Outdoor Life representative 
conclusively that Outdoor Life, compared to can give you all the details in a hurry. And he 


portsmen 
y 


AAI - - ant 


ae 


any other sportsman’s magazine, is read by won’t say much. He has facts to do his talking. 


the The Magus 4 


ee : is he é : “ : rae . 
. ry ae on ; ota pa HL Reed 4 mee woes F Sa ih A alee fev Be 
: . \ | \. 
J 
j | ee aq 
_ oS 
- | . ae 5 q 
: | ‘ * 
| Q . : a | 1 
M ? " a Se oo. i ay ! 
% ; 
H : i ™ " 9 r. - : it =. $ 2 iv ? t 
| ih Cex . # : Nt | Re -— 2 
i Fs oe . ch 4s i ¥ -4 2 i q ; . > 
. we = - | 7" a >. ee FF 
se ae ee ne — * ae : a | i 
: ; oie - ' ge H ee or ae ; -_ A “% ce 
| : P se im § ~“; we” = i Ry ; | . oo. 
Le ; Xa 4 % . me 9 -- wa Prat ine ae ge y _ 
f . r : 4 es . oa “* : 2a £ ; toe a ae : af B : 4 
i = MD, eo oP rene . "Ff # My Sete a je ‘ a fh 7 
. Ce ; a . 2 / om te é — . we a. fh ae aaa 4 oats 
ae 4 ee te : 3 “. ay 3 A & : Bi is % . ae 2. . Bee = eae i ‘ 
we 3 we ee >. ae % e j 4 = ce ga = : peo *. mt * 7 
. oe : » ‘ = 
- i poate ‘ii4 ee ii . ote sal . Ses ; , ge eet * , ee 
) ae fe oe 2 ee is : we A ; Z " = . ae: e : tee - s Ng tay 
ap naga i . a 4 Ri ' ‘ , Bees. . a i = ee 
| Sie canoe Se iia cnenetennin ‘ Z ; # ot, cE aa oo 
) Lie cet aed Ee ms - e Be ae Re Ga : Pee : 4 
ee ee pM i i HS RR, RED OS —_— ua 
Cone = : DEEL SE ii. . be ; oe hat. Sen ae > A RY Rapes oo gr — | 
| otk oe ee. ME ei ie 2 SS ee 8 SR Sti: Miscaree ee ti oe | Sie ; 
| gas ~¥% ee a SINS 2 ee a RR Ce : , hud eS nS ee ae i eS «| vai: 
/ ae ee wey eg wm Eee Far as ee ea nae ee Ce gece a 4 eee oe 
/ ge oe et eg . Pee i : gi et , mee SS on a eo Pig ‘ Bo aa é . 
i Pls 2. SE < ee as ena x a Be OEE SEL j : Bao +e ee A <4 a ce SS 06 Cee 
| Og ee sine tlle i Be i - PEM eS eee > ‘ca a 1 
a - ge ti . coy See ee > ees eee Oe arenas on is ae 
m i tig ars siti ok ae Rage Oe ae a2 ie | ne Sock 
x hed ~~. oo - = as ome dee eee 
x . Re RS esti Sei imal Be eam aa ce ae 
i 83 f OR ek : ape oe - = 
& ‘ $e ; Re: ee ERIE BN ea a 
; 7 a ee en i ae tale «& 
“4 iit or a hg OO : fhe. 
E er ne eee a CET an ne a F Pree: 
; i oe RR oe ck: cae ae a ela 
i, Paes ee [pea iis es ee ” gil » mic tia 
gs oS leet ie a ‘ # predic Ws chee SF a Ses Ri, oe EX) 
| ae cee a 2 F a Fs =e + ae = ky * A Rees 7 
Ee ie es ae : 6g * ee : 
: é a. i ae ae ee eae &, pai die, 
, 9 ee i See 
; & Eg Me eas _ OM ue rae —_— Bs rete 
x. i. SaaS ee os : ee ecole a Se E- ‘ Bi: ‘ig 
‘ 4 Se she: a aks ee 
; 23 : cone ee ee = 3 | aaa ie et 5 ssopeeaeliigaes 
id Si cpa: au a ae . > aes me es ek ail —. Pee 
a ee 
x a Fs be Ps ie ae 3 cdi ie - * age re 8 q oe % 
a ee igs eer a Cg a baal ee : J coe ia 
> y F Pe aa eo i Mal i igs * toatl Sis hg i 
x ; i ee co eae eae: — me ee fe i — 
/ * ‘ [ee a ke Py 
{ \ F . ee Be Ga PP Oe tas eas ' ‘ 
' x pe Rete ct ee Mik, a , , —™ 
: = pe aia. ie ars i a Si 
g { SR Bie ca : a PX: oe Be a MR 
> ie gS Bate : i ay aia, / a 
\ bi ea lll Oy, & ~4 ae 
a BS NN... guia eT i y Og OE : ' eae _ 
» By « i. See P ‘ a z * Eta a ii 
‘ “ prsetia ae « ail P agg ie. gg pero dl sn ‘ . A] 
y gi. son ae a i vv a % 
ee j ; . poole - 
‘hal pone . “ re ae , sisi 
4 —_— i. , , oa F ae NC i 
| § <i ms ‘ . ee ae . Fe 
: — into PE setae. } ie a 
4 \ ae “cee —— 4 > 
: ee ’ we r = i 
: : J ai 
= ~ ag oil . i Fe i - 
. sata — a er ~ ~ . “a J ail ah 
: | i. “ee PR. es a . 
gt | om . sie. wll 4% =" 
ch | oe ~ r la TE 
pS ee . ~ . ~- 
a os 
| . poses ot i: 
| Soon : me Fen . a 
it | ‘Wenprececee nme = ‘ A " i 
ha | me —— ¥ ais 
ani a iit a "emma RM 
i Ps a ie si eer ee ng im 
 Saeees scent Roos “ as 
: . a eg ’ , , *, 
Le ae es “a 
; ‘ Kae Biggs 9 Be ie ts acd i 1 . a 
| ay a mee ‘ q : 
} i, i “aighe 
ef | ae OO Ws, LM 
; ga. 
‘di = a F *, 
m Sea. eee * - 
ee ae | 
be 
, ee 
; 
[ | | 
me) ee tr <4 “ A . . t= : x a . é eo * . , bos en! on. ” : he . % 
*s ‘ ss a ‘ ; 


caieeitio ed 7 


Outdoor Life Reaches More Out-Of-State 
Hunters Than Any Other 25-cent Sports- 
man’s Magazine— 

Outdoor Life—49% (276,000) 

Magazine “‘B’’—31% (168,000) 

Magazine ‘“‘C’’—18% (126,000) 
Sportsmen with out-of-state hunting li- 
censes spend more money because they 
travel farther, stay longer, use more equip- 
ment . . . SOLID GOLD. 


Outdoor Life Readers Spend More For 
Ammunition— Outdoor Life readers spend 
an average of $23.18 a year for ammuni- 
tion. The average American sportsman? 
$1.50 a year. In other words, Outdoor Life 
readers account for 50% of all the ammuni- 
ae More 23 eee tion purchases made by American sportsmen 


sei C . . . SOLID GOLD. 


Ny, 
Outdoor Life Readers Are Solid Gold 
Fishermen—92.1% of Outdoor Life read- 
ers buy fishing equipment. They own 
1,910,000 fishing rods of all types. They 
spend... = 
$11,794,000 a year for fishing gear ; = 
$39,744,000 a year on fishing trips o 
... and, more than 15,000,000 man-days a 
a year pursuing their sport! That’s SOLID 
GOLD. 
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Outdoor Life Has The Largest Newsstand 

Circulation Of Any Sportsman's Maga- 

zine—The true test of the popularity of 

any sportsman’s magazine is its ability to 

move naturally and unforced from the 

nation’s newsstands. Outdoor Life’s news- ; 
stand sales are 11.1% greater than the a> 
next sportsman’s magazine in line, and 
38.8% greater than number three . . 


. 
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SOLID GOLD. 
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Solid Gold on the Newsstands* too! 


kP i 


Outdoor Life Magazine ‘‘B"’ Magazine ‘‘C’’ 
321,791 285,939 197,064 


*Publisher’s Statements to A.B.C.— 
Average for period ending December 31, 1946 
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SNPA Schedules 
Ad Production Clinics 


The advertising committee of 
the Southern Newspaper Publish- 
ers Association will sponsor two 
advertising clinics during June. 
A clinic for SNPA newspapers in 
the southeastern section will be 
held at the Biltmore Hotel, At- 
lanta, June 7-8, and a southwest- 
ern group will meet June 14-15 
at the Baker Hotel, Dallas. Sam 
Bloom, advertising director of the 
Dallas Times-Herald. is general 
chairman of the Dallas meeting, 
and George Tobi, business man- 


,;ager of the Jacksonville Journal, 
is in charge of the southeastern 
group clinic. 

Among topics to be discussed 
|are: Improving color in news- 
papers, ad-desk procedures, the 
operation of an art and copy de- 
| ecg” og improving the service 
to the larger retailers, etc. 


Joins MacFarland 


Howard Shank, formerly in the 
copy department of Fulton Mor- 
rissey Company, Chicago, has 
joined the copy staff of MacFar- 
land, Aveyard & Co., Chicago. 


in 2 : 
ap 
175,000 Kiwanians in 2600 typical 
American communities are influenc- 
ing public opinion on the grass roots 
level every day. They are working 
through committees on Agriculture, 
Vocational 


Business Standards, 


Guidance, Public Affairs and many 


others. Kiwanis Objectives strive 
for equal rights and responsibilities 


for labor and management, mobilize 


aé KIWANIS 


PUBLISHED FOR COMMUNITY LEADERS 


$20 NORTH MICHIGAN AVENUE « CHICAGO 11, 


Pp ‘ 
600 typical American ‘communities ar 


CP ee 
_—as 7 


= 
opinion in support of individual en- 
terprise, conserve natural resources, 
improve rural-urban relations, aid 


health through proper nutrition, 
raise rural standards of living, fur- 
ther the cause of world peace, etc. 
Your public relations or institutional 
advertising in The Kiwanis Maga- 
zine will reach an influential reader- 


ship which is organized for action! 
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stores,’ 


a preferred table. 


3 Drug Chains Hit 
by ‘NARD Journal 
for Renting Space 


Cuicaco — Three large drug 
chains are openly flouting the 
Robinson - Patman fair trade law 
by charging rent for displaying 
merchandise on preferred stands, 


and manufacturers paying the 
charge also violate the law. 
This accusation is made by 


John W. Dargavel, executive sec- 
retary, National Association of Re- 
tail Druggists, in an editorial in 
the May issue of NARD Journal. 
The chains are not identified ex- 
cept that two are in the East, and 
the third is on the West Coast. 

“One eastern chain with 130 
’ Mr. Dargavel writes, “de- 
mands $3 a month for displaying 
a certain type of merchandise on 
That’s not 
chicken feed, for it brings in 
$4,680 a year for each brand dis- 
played. Inasmuch as five brands 
are featured on that table to date, 
the chain is collecting $23,400 a 
year—pretty good ‘rent’ for one 
table! 


Predicts FTC Action 


“The racketeers are putting it 
up to manufacturers of competing 
brands to get on that table at the 
terms specified, or have their 
goods relegated to the shelves... 
The preferred manufacturers get 
window displays occasionally, a 
line or two in newspaper ads in- 
termittently, and two or three 
‘promotions’ a year. . 

“How these chains dare to run 
this racket is beyond understand- 
ing (and) it is hard to under- 
stand why manufacturers should 
take the risk of having their 
brands displayed under circum- 
stances which make every bottle 
or package a veritable plea of 
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Advertising Age, May 12, 1947 
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OPENS NEW DRIVE—Hotpoint, Inc., Chicago, will open a new $2,500,000 [tive of an 
campaign for its line of electric appliances with this full-color magazine [Bwe have t 
spread in June, through Maxon, Inc., Detroit (AA, May 5). bers and 

with the ; 

guilty.” wi . nate diffic 
The editorial predicts that the Shilli Appa nis Bonners As for | 
Federal Trade Commission “will|peen doing sales promotion work ment tern 
be interested” and that the chains | for Paul Landwer & Co., Chicago “the Tes! 
and cooperating manufacturers | merchandise consultant, has been increases 
will be investigated soon. appointed publicity director of Jon April 
John Shilli & Co., Cincinnati. without ¢ 

turning § 


Miles Elects Beardsleys, 
Compton and Koerting 


CAMPBELL vinntic™ 


An uncle and his two nephews Mr. He 
—not brothers, but cousins—have SOUP COMPANY “totally 
been elevated to top positions in necessary 
Miles Laboratories, Elkhart, Ind. ‘ 
Charles S. Beardsley, the uncle, uses LETTER ied 
president since 1944, has been EPLY-O Natic 
advanced to chairman of the the 4 ior a fru 
board. Succeeding him as presi- " 4 Poe agement 
dent is Walter R. Beardsley, a werterte set Gehe & gt. that thi: 
vice-president and director since > TTY be NLRB to 
1933. Edward H. Beardsley, for- The te 
merly vice-president and general a 5 
manager, has been made execu- members 
tive vice-president. given tt 

Miles’ directors elected two! : 

j i treated v 
new vice-presidents—Dr. Walter (2) I 
A. Compton, named to head medi- : ’ 
cine and research, and William E. REPLY-O PRODUCTS co. offs of | 
Koerting, in charge of foreign | (EQ Sei eeelasaeceltameee 2 escD 
sales. (3) N 

as barg 
Institute 
at any t 
employe 
held und 

certified 
it was 1 
faith. T 
NLRB f 
(4) 1] 

strikers 
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would ¢ 
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It takes a lot of facts and figures to 7 
prove a newspaper's importance. - inl 
But when more than 100,000 persons Seahles 
jam an auditorium to see a Sports (8) ' 

and Vacation Show owned, sponsored vance 
and conducted exclusively by a news. trikers 

aper, the attendance alone is proof fC 
in itself of that newspaper's tremen-- -. N. Y. 
dous: pulling power. . If you want to me «6 1947" 
make a name for your product in & The 
Wisconsin, you need the influence me 6p its “19 
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Advertising Age, May 12, 1947 


Parents’ Strike 
Ends; Hecht Calls 


WIP Seeks Video Setup principal representation will be in | 


Station WIP and WIP-FM, 
Philadelphia, has filed application 
for a_ television station using 


29 


al r Baker ins pany, Dayton, brewer of Nick 
the Michigan, northern Indiana | S Jo Tyson , Thomas Pilsner pale beer and 
and Ohio territory. Orlee W.| tephen Baker, formerly a V1S~ | London Bobb ] 
Sorensen Company, with offices in ualizer with Reiss Advertising | 7 am. 


San Francisco and Los Angeles | and Quality Bakers of America, | 
’ of channel No. 12 over 33 kilowatts, | }, ”|has joined the art department of | 
It Unwarranted according to Benedict Gimbel Jr., | ee Te RE. FapeS O. S. Tyson & Co., New York in- 


New YorK—The strike of the 
pook and magazine guild, United 
Office and Professional Workers 
of America, CIO, against Parents’ 
Institute, publisher of a dozen 
magazines, ended late May 2. 


president and general manager of | dustrial agency. | SELL BY MAIL 


Ertell Gets Promotion Appoints Weisz 


the station. 


Names Lovrien, Sorensen) Kenneth F. Ertell, assistant ad-| Joseph T. Weisz, formerly met-|| Let,, ths, successful mail order advertising 


er : h 
Breeder’s Gazette, Spencer, Ind.,| vertising manager of Reliance|ropolitan sales manager of Edel- Agency show you how to sell your merchandise, 
has appointed A. K. Lovrien, for-| Electric & Engineering Company,| brew Brewery, Brooklyn, has been ARTWIL COMPANY, Advertisin 


. : : merly with Country Gentleman,| Cleveland, since 1944, has been| appointed general sales manager || 7&8 West 48th St. @ New York 19, W. Y. 
a y ol yp ote ser as special representative. His! promoted to advertising manager.|of Miami Valley Brewing Com-| MEdallicn 8-818 
where union workers were in a) 
majority, and a 20% pay in-| 
crease. Neither goal was won. | 94,1947 iia ts 
George J. Hecht, president of ‘ age, FebronrY 


: the institute, pointed out in a_| Sa \; ances Pu 

3 statement that “we do not recog- | { s Ae \ ds 
nize the union as the representa- | : dix 

00,000 [tive of any of our employes, but | ; 4 en Pp 


gazine [we have been fair to union mem- ccess- 
, bers and the union is satisfied | @} cret of DOM ing if right 
——— @ with the solution of our unfortu- “Chin eee peeered, we con ay $3 | The <cot avert \ter « 

¢ } l : ” > - \ \ oop 

ye pees la the settle-. sulted Neon Products, Inc. ‘ Con rol Makes es n, 2 ore gaverising ¢ 
Pue ment terms provided merely that. They not only came through } Rigid ° \ Succes: \ stay. oat’ The P as 
hicago fg ‘the regular semi-annual merit with outstanding sign ideas, } S stem eclares sales P* . jans 38 eon on ; 
s been[mincreases given to all employes but contributed materially { Y hiet Dec aft 6 such P 3 a resU ’ t ; 
or offmon April 1 would also be given to the entire merchandising j Ad C + a time Barninis ag regrate aa s ; 
ti. without discrimination to the re-| plan.” ; _ sili aes, the 
—— @iturning strikers, beginning with | BEND, © wfacturers 

Wal. Dail 
the day they return to work.” alter J. Dai ys n som jue of 4 Storefront Signs Up 
stile: oneal Advertising Director , We nontns ith De F . i. al 
its Union Refusa Bendix Home A pp liances, Inc. sails ques ysing ndix Hw. Current Bendix advertising ties 


\NY Mr. Hecht blasted the strike as | made in closely with a nationwide store 
‘totally unwarranted and un- and be Inc» tegral pat) identification and point-of-pur- 
necessary,” and called attention n progt{ chase promotion inaugurated be- 


ER to the union’s refusal to ask the 1 ~ertising fore the war’s end and completed 

National Labor Relations Board i ek a am min-ieee = Soe sneer 

for a ruling although the man-| successful because of its timing, 

a | agement “maintained throughout | you nr its impressive scope and wide ac- 
ores that this was ° 


a question for ceptance by dealers—was directed 
NLRB to settle.” by Mr. Daily. 


The terms of settlement: Large storefront signs identify 
(1) The striking employes, 


| 46% of the company’s dealers as 
sinbes ot enn wi © FOR THOSE KIND WORDS rats or ea hme 9 
given their jobs back and be pliances. Strikingly designed, il- 
treated without discrimination; 


luminated with neon lighting, three 
(2) It is recognized that lay- of the signs are double-faced. All 


offs of personnel are completely You certainly must have read this article which appeared in _ are finished in durable porcelain 
management’s prerogative; Advertising Age February 24. The Bendix Home Appli- | enamel for long life. Four designs 
(3) No recognition of the union ances, Inc.—through its advertising director, Mr. Walter J. fm were made available, with first 
as bargaining agent, but “the : oy é shipments on the way a few 
Institute readily agreed that if, Daily—told the advertising world how his company spends months after V-J Day. In addi- 
at any time, the majority of the $3,000,000 in dealer co-operative advertising, and makes > tion, the factory supplied neon- 
employes voted at an _ election it pay * lighted co signs, window signs 
held under the NLRB in any units al ‘ , ‘ igns. 
certified as proper by the NLRB Mr. Daily also related how $800,000 of this co-operative Cast of the stove ideniinsion 
it was ready to bargain in good program was allocated to product identification signs— OVER program exceeded $800,000. Walf 
faith. The union is to ask the electrical displays, illuminated point-of-sale signs for $800,000 was borne by the dealers, half\by 
NLRB for a ruling”, Bendix dealers’ store fronts, windows, and counters. And for STORE Si the factory. Because it was starjed 
(4) Merit increases to go to : “ie 7 " : : J '9MS before the war’s end, distribupors 
strikers without discrimination; | this product identification sign program was prepared and from NEON were not asked to participat 
(5) The institute's regular pro- | executed here at “sign headquarters.” PRODUCTS, INC “An opportunity for anu- 
cedure in handling complaints | The Bendix Home Appliances, Inc. is just one of the many facturer to identify J outlets 
would also serve to handle any | : . strikingly, i rical strength 
claimed grievances that might| large national advertisers who depend upon us for product opposition, is rare,” 
arise; | identification displays. For nearly 20 years we have special- Mr. Daily explains. “It was seized 
(6) In cases where claims of ized in the mass production of this type of illuminated signs. by Bendix Home Appliances and 
discrimination because of _ the O nected nats All clad! aide. siessrlian given a flying start. As a result _ 
strike or union activity arise, the | ur designing 1 seatahaeaion will gladly submit nee ame, of early action and the fine coop- + 
management agreed to a special | plans, and samples for any sign program you have in mind eration of dealers, our store identi- 
temporary procedure which would —large or small—without cost or obligation. Just send your fication program was completed 
end in arbitration if not previously 


t a time when some companies 
settled. An impartial arbitrator trade mark and logotype style. ce still trying to shies ae 
will be mutually agreed upon or ; * orders for signs.” 
appointed by Arthur Meyer of the a te ; 

New York state mediation board; 
(7) The union agreed to with-| 
draw the libel suit against Mr. | 
Hecht, and the charge made to 
NLRB charging him with unfair 
and coercive tactics in the pre-| 
election period; 
(8) The institute offered to ad- 
Vance money to any returning 
trikers needing assistance. 


‘N. Y. Times’ Publishes 
1947 Travel Edition 


New York Cr 


ead 484 


PRINCIPA, 


CITIES 


The New York Times published . = 
its “1947 Vacation Preview” edi- a : ss y ys 
ton May 4, and the 96-page tab-| : } o IN 
lod section is believed by the J QUANTiTy,, 
baper to be the largest vacation 
id travel issue ever published. > 
In the edition there was a VA / | ? 
minent 26-page European sec- : 70 * Chicago oF OLA | LO 
n, with six pages of “Here Is R wm Sri Qute 0086 » tag a 
France” advertising. The edition EPRESE NTAT iy Maeles Office, Hemp., 
rried 1,055 advertisements, Es IN ALL 
aling 65,327 lines. 
NAB Elects Rembert 
Clyde Rembert, managing di- . es) a ns 
‘tor of Station KRLD, Dallas, att automatic | n 
s been elected director of the 7 ge = au tomatic ; 0)  guTtoma 
. Soe Saas Associa- Home Laund yy Hom e L aun d r Home Laundry 
8) roaacas Ss. , 
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— OPEARHEAD-> ‘scan a 


Don't be satisfied 
with ordinary wasteful 


DISPLAYS 
Way We Suggest. - now is 


the time to employ our counsel and serv- 


ices to insure best acceptance, maximum 
use, consistent results. 


We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 


36 Pages ; ; . 420 Pictures , ;. an Exhibit of Performance 
Write for a copy of it Today om your Business letterhead. 


America’s Largest Organization Specializing 
in Merchandise Presentation 


W. L. STENSGAARD & ASSOCIATES, INC. 


392 N. JUSTINE STREET e CHICAGO 7, ILL. 


| Berge Sounds Anti-Trust 
Waming—and Gets the Funds 
WASHINGTON—In his final Con- 
| gressional appearance, retiring 
| anti-trust chief Wendell Berge 
|called on the House appropria- 
tions committee to support unre- 
lenting anti-trust efforts to break 
|up large concentrations of eco- 
nomic power. 
He warned that existing situa- 
tions, in which 63 large manufac- 
_ turing companies control sufficient 
liquid assets to buy 94% of the 
nation’s industry, could kill free 
enterprise, and lead to demands 
|for nationalization or government 
| control. 
As he entered private practice | 
* after 17 years in the Department 


| 
| 
| 


DEPARTMENT FLOOR UNIT 
for EKCO products, featuring Flint Cutlery 


| | By STANLEY E. COHEN, Washington Editor 


Advertising Age, May 12, 194° 


| other hand, his successor, Joh; 
Sonnett, came to government fro; 
| private practice. After graduatin 
| from Fordham in 1936, he spe 
five years with Cahill, Gordo: 
| Zachry and Reindel, defense coun- 
_sel in major anti-trust cases suc! 


| as the flat glass action. 
* a ok 


of Justice, Mr. Berge aman Another former trustbuster wa 
that 44 of the nation’s 100 largest | back in the fold briefly as Thur 
corporations are involved in cur- | man Arnold took time from hi 
rent anti-trust cases. He said that | successful private practice to op- 
35 others are under investigation | Pose legislation nullifying the Su- 
and that many “big cases” are in | preme Court verdict forcing the 
the offing. Associated Press to liberalize its 

After hearing him, the commit- | membership rules. Mr. Arnold 
tee voted $2,400,000 to maintain 'who initiated the prosecution oi 
anti-trust work at the present | AP, told the House judiciary com- 
level for another year. While this | mittee that there is no justifica- 
is the largest budget the division | tion for special anti-trust ex- 
has had, it allows less than 200 | emption for press associations. In- 
lawyers, compared with 235 under | Cidentally, the firm of Thurman 
1942’s $2,325,000. | Arnold and Abe Fortas (former 


‘ |Interior Under Secretary) now 
| boasts Paul Porter as a_ third 
Mr. hone 4 is Exhibit A in the partner. 


case for salaries that will encour- | 
age experienced men to remain | 
‘with the government. On the 


* * * 


Members of both parties joined 
in sponsoring important election 
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Metropolis of Central New England 


Where Retail Sales Total 


$405,523,000 


Worcester, metropolis of the $405,523,000 Central 
New England market, is a giant for purchasing power 
and a top flight area for sales of your product. 
Sales Management's 1947 Survey of Buying Power 
tells the story in convincing fashion. Retail sales 

in the city alone, in 1946, were $196,144,000, 
with per family buying power $4,880. One buy 
—the Worcester Telegram-Gazette — with 

daily circulation in excess of 140,000 and 
more than 95,000 on Sunday, completely 
blankets this market. The Telegram-Gazette 
saturates Worcester’s ABC retail trading 

zone with 111% coverage. 


th TELEGRAM-GAZETTE 


a aunt naan MASSACHUSETTS | 


GEORGE F BooTn Publisher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTA 
OWNERS of RADIO STATION WTAG 


be amendments which require 
political parties to publish names 
|of major contributors in two 
“newspapers in every state. The 
/amendment (S. 1173) also extends 
| the law to primaries as well as 
| general elections, liberalizes the 
maximum campaign expenditures 
|of Congressional candidates, and 
_ tightens up on political spending 
by corporations, national banks 
/and labor unions. 
cs * ok 

The World Bank now has virtu- 
| ally completed its organizing job. 
| Aware that it cannot make recon- 
struction and rehabilitation loans 
| without selling its own securities 
in the American money market, 
it has become sales conscious. As 
a starter, Doremus & Co., New 
York, has been retained to assist 
in preparation of a_ 15-page 
pamphlet to tell investors about 
the technical setup of the bank 
and its securities. 

* * 

Perhaps one “ the Congres- 
sional committees devoted to 
studying the paper shortage ought 
to exploit the suggestion of Sen. 
Vandenberg (R., Mich) that Sen- 
ators stop placing in the “Record” 
speeches which are never de- 
livered. A combined 560 hours of 
House and Senate sessions have 


_piled up 6,599 good newsprint 
pages of proceedings, much. of 
which never echoed through 


either stately chamber. 
* * Bo 

The Washington Board of Trade 
|fears the shift in business and 
| family construction to suburban 
| Maryland and Virginia. From 
mid-November to mid-January, it 
|found 77% of the $245,000,000 of 
new construction and 25,000 of 
the 30,000 family housing units 
| outside the District. Unless better 
| parking facilities are found to im- 
| prove access to central business 
districts, it believes residents will 
become increasingly dependent 
on local shopping centers and sub- 
centers. 


* * 


War Department has returned 
to the prewar custom of advertis- 
ing for bids on all Army supply 
contracts. . . FTC has closed its 
Philippine mahogany cases again 
| Back in 1931, it was decided the 
word “mahogany,” used to de- 
| scribe Philippine hardwoods, had 
to be accompanied with the word 
“Philippine.” Since 1939 staff 
,members have tried unsuccess- 
fully to ban all use of “mahogany” 
in this sense. The majority ap- 
parently is keenly aware that 
| twice last year the Supreme Court 
warned FTC about being over- 
| zealous in dealing with potentially 
| misleading words. 


Gets F rank Shoes 


Frank Brothers, shoe retailer, 
|has appointed Dundes & Frank, 
New York. 
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\dvertising Age, May 12, 1947 
Stearn to Launch Graham Names Lindsay 
Graham Mfg. Company, Derby, 


New Matey Drink Conn., manufacturer of replace- 


ment key blanks and a general 
New YorK—With Allen Stearn,| line of locksmiths’ supplies, has 


former public relations director of | appointed Lindsay Advertising 

Fawcett Publications, as president| Agency, New Haven, Conn., to 

and Don Stuart Friedkin as vice-| handle its advertising. Business 

president, the Matey Company has —— and direct mail will be 

been formed at 302 East 41st St.,| “°° 

here, and will start production and ¢ a 

sales in June of Matey, a car-| Joins York-Shipley 

bonated beverage with Brazilian Lester O. Stearns, formerly 

mate as its base. owner and director of Stearns 
Bottlers have been appointed 
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Supply Company, Cleveland tool; Test,’ which, copy says, results; brush for application attached to 
sales firm, has joined York-Ship-| in the lipstick staying on the/|the plastic cap of the bottle, and 
ley, Inc., oil-fired equipment,| woman’s—not the man’s —lips.| retails at $1 plus federal tax. 
York, Pa., as manager of the resi-| Lip-Stae is packaged in a quar-| Abbott Kimball Company, New 
dential division. ter-ounce bottle, comes with a! York, is the agency. 


Introduces Lip-Stae 


Renoir Parfums, New York, will | - : 
use July issues of Charm,| Your advertising to a 


Glamour, Mademoiselle, Seventeen | most profitable field through fe en 
and Vogue to introduce Lip-Stae, | the most profitable medium 4\ ae 


a new clear liquid cosmetic to 3 
keep lipstick from smearing or will produce the best results cases OTR 
coming off easily. Theme of the}! 


campaign will be “Make the Kiss | 


gHirage de r 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE | * 101 PARK AVENUE, NEW YORK 


in Binghamton, N. Y., Milwaukee, 
Mobile, Ala., Monmouth, N. J., 
Seranton and Wilkes-Barre, Pa. | 
Matey will be sold in seven-ounce | 
bottles for 5 cents. | 

The new beverage has been 
taste-tested in Louisville and New | 
van against leading ‘‘cola” bev- | 
erages. Thirteen ingredients are | 
said to provide it with a new 
flavor. 

Matey Company will prepare 
advertising and share advertising | 
costs with bottlers. On the basis 
of 5% cents by Matey for each | 
24-bottle case, Mr. Stearn said, | 
advertising expenditure is ex- 
pected to be $250,000 in the first | 
full year. Slogans are “Hi, Matey! | 
Try Matey!” and “Savor that 
Flavor.” 

No agency has yet been chosen. | 


Buchsbaum Reduces 
Elasti-Glass Prices 10% 


S. Buchsbaum & Co., Chicago, 
has announced a 10% price re- 
duction on its Elasti-Glass rain- 
wear and jackets for men and 
women in compliance with Presi- 
dent Truman’s request for price 
reductions. The new policy af- 
fects the complete Elasti-Glass | 
rainwear line, including raincoats, 
raincapes, sport and golf jackets, 
rain hats and babushkas. 

All dealers contacted have al-| 
ready agreed to reduce the retail 
price of all of these items by 10%. | 
Thus, the standard $9.95 Elasti- | 
Glass raincoat will now sell for 
$8.95 and other garments will be) 
reduced in the same _ proportion. 


Appoints Monfort A.M. 


Gordon Monfort, formerly head 
of Caterpillar Tractor Company’s | 
news bureau in Peoria, IIl., has 
been appointed advertising man- | 
ager of Cutter Laboratories, | 
Berkeley, Cal. 
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Never has the demand for paper and paper- 
board been so great. 1946 production shat- 
tered all records. Yet this year’s schedules call 
for a 10% increase. 

It is a huge task that the paper industry 
faces—a task that is complicated by a scarcity 
of raw materials. International’s organization 
is putting forth every effort— with woodsmen, 
millmen, salesmen and distributors all cooper- 


ating to meet the unprecedented demand. 
International Paper Company, 220 East 42nd 
St., New York 17, New York. 
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Fred Astaire, starring in Paramount's "Blue Skies." 
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Only in Pictorial Review 
can you be so sure your act 
is in the spotlight 


When the curtain goes up with your act on Pictorial Review's mighty 
stage, you're right there in the spotlight before more than six million 


two hundred thousand families. 


In Pictorial Review, you’re never in the back row of the chorus. 
You're down by the footlights—with the stage all set to rivet every 


eye on you. 


That's because Pictorial Review rigidly limits the advertising any issue 


can carry—your insurance of unmatchable visibility. 


Another reason a Pictorial Review schedule means superpower for 


your sales—in any one or all of 10 mighty markets. 


is advertising so 
rigidly limited to assure you spotlight 
visibility. 


can you sponsor 
such a star-studded cast of writers 


and artists. 


does the mag- 
netism of local entertainment news 


draw people to your message. 


can you pick 
your markets—from 1 to 10—exactly 


as you like. 
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Introduces New Package | poration of America, is printed i 
|four colors with gold, and var- 


La Choy Food Products, Arch-| nished. 
bold, O., a division of Beatrice a 
Foods Company, is marketing its . . “11: 
prewar Chinese Dinner, consist. | Davis Joins Phillips 
ing of one can each of meatless! George F. Davis, former mar- 
chop suey, chow mein noodles! keting and merchandise executive 
and a small bottle of soy sauce,|of The Saturday Evening Post 
in a new streamlined postwar|has joined the Phillips Packing 
package. The folding  carton,| Company, Cambridge, Md., as na 
manufactured by Container Cor-/| tional sales promotion manager 


THERE’S POWER IN 
INDIRECT SELLING 


350,000 TEACHER READERS 
INFLUENCE MILLIONS OF 


YOUNGSTERS AND oa NES 


rne INSTRUCTOR stanazine 


NEW YORK CHICAGO Los ANGELES SAN FRANCISCO 


- Commerce Dep't 
Builds Sales of 


: Own Publications 


Adopts Cash Basis; 
Direct Mail Helps 
_ Add Subscribers 


WASHINGTON — Largely through 
aggressive salesmanship and di- 
rect mail promotion, the Depart- 
ment of Commerce is building a 
cash business which, during fiscal 
1947, will recover the full 
100,000 appropriated for the pro- 
duction of the Department’s busi- 
|ness-aid publications. 

Like other government agen- 
cies, Commerce has been told by 
the President and by Congress 
+that the government ought to stop 
‘giving away special assistance 


$1,- 


|; Which enables particular business 


organizations to reduce their own 
operating expenses, and profit by 
the government’s efforts. 

As a result, one after another of 


the Department’s regular report- 
| ing services have gone onto a cash 
| basis, 


the most recent being the 
monthly, bi-monthly and quar- 
terly reports for drugs, fats, paper 
and half a dozen other important 


commodities. From early response, 


officials are confident they will 

sell almost as many as they gave 

away. 
With a 


mounting demand for 


| factual data, and a well planned 
|direct mail promotion effort, the 


Department has built its revenues 
by the middle of fiscal 1947 to 
$509,000, compared with $667,000 
for the full fiscal year 1946. 


Trade Groups Give Aid 

The Department’s _ specialists 
and information officers solicited 
assistance in many cases from 
trade groups interested in the 
maintenance of the various re- 
porting services. 

To help Commerce get more of 


As We See It--- 


Chance to ° Help 


OSE Whnew: 


unt the sati siaction 


af knows 


> 


methine 


Yolte Pops Up’ 


__What 


eading the editorial columns of the Detroit Free Press each morning 


is a four word phrase: “As We See It’’. It summarizes our editorial purpose. 


Primarily a newspaper's function is to print news. In this period 


of flux and change however, newspaper ownership and editorial 


direction carry exceptional responsibilities, beyond mere reporting. 


Democracy’s basis is freedom. The basis of a truly democratic 


newspaper is independence. This means freedom from 


partisanship, from domination, servility 


, bias or “tradition” 


Therefore the phrase “As We See It” is our daily declaration 


of independence in reporting news or expressing opinions. 


Like Voltaire, our trade is to say what we think. We 


let the chips fall where they may. We may be wrong at times. 


When we are, we admit it freely. When we believe 


we are right, our opinions do not veer. 


Detroit has sampled this brand of press-freedom. It has been 


tried and found wanted. In five years 


Free Press circulation 


increased 87,656 weekdays, or 26.6% and 136,517 Sundays, or 


44.4%, reflecting substantial approval 


of our newspaper. 


Advertising Age, May 12, 194) 


| its services on a cash basis, group: 
\like the NAM, Four A’s anc 
NRDGA have loaned mailing lists 
or have provided space in thei) 
own publications so that Com 
merce could promote its wares. 

One brochure to a sizable mail- 
ing list of banks and interestec 
businesses netted more than 2,000 
subscriptions each for Foreigy 
Commerce Weekly and for the 
Survey of Current Business, tw 
of the Department’s major peri- 
odicals. 

Intensive mailings at the rate of 
3,000 samples a week are yielding 
far better than 3% returns fo: 
Business Service Check List, the 
new four-page folder which pro- 
vides subscribers—for $1 a year- 
with a weekly master index of the 
output of all of the Department’s 
multitude of bureaus _ and 
branches. 


Current Reports Listed 


The Check List was designed 
as the answer to the flood of in- 
quiries which constantly come in 
from individuals who want to 
know what is available—free or 
otherwise—on particular subjects. 

A typical mailing list describes 
some 40 printed reports produced 
during the week of April 18, plus 
more than 80 processed reports 
and press releases—some free, 
some for sale at prices ranging up 
'to 50 cents. 
| About two-thirds of the Depart- 
| ment’s revenues come from the 
| printed periodicals and publica- 
tions sold by the Superintendent 
of Documents. The remainder 
comes in from mimeographed and 
multilithed series produced with- 
in the Commerce  building—for 
Commerce, unlike other govern- 
| ment agencies, is permitted to sell 
/non-prinied reports. 

While the $1,100,000 means that 
_the Treasury recovers the full cost 
of processing the material that 
Commerce provides for business, it 
is not a profit in the sense that it 
covers rent, salaries and other ex- 
penses that an ordinary private 
business incurs. 


Operating Costs Aren't Affected 


Other than the pride that stems 
from knowing that they have 
something which people are will- 
ing to buy, Commerce officials 
have little profit motive to inspire 
their sales effort, for their sales in 
no way reduces the sum that the 
Department must get from Con- 
gress in order to operate. 

Production of all Commerce 
publications is financed from the 
annual appropriation granted by 
Congress. Sales revenues go di- 
rectly into the Treasury, and are 
not credited to the Department’s 
budget. 

Commerce publications range 
from one-shot nickel and dime 
“papers” to the $16-a-year Patent 
Office Gazette, and account for 
about 25% of the sales volume of 
the Superintendent of Documents. 

The series of booklets on “Es- 
tablishing and Operating” more 
than 40 different kinds of business 
has been in such heavy demand 
that the Government Printing Of- 
fice has had to reprint several of 
the titles. 

Increased costs have boosted 
GPO charges about 20% during 

| the past year. As a result, like 


other publishers, Commerce 
| boosted subscription rates across 
the board. 


| Survey of Current Business, 
'read by 8,500 “highbrow” econo- 
mists, went from $2 to $3; Do- 
mestic Commerce, with 13,000 
“layman” readers, from $1 to $2. 
Patent Office Gazette has 5,000 
subscribers and Foreign Com- 
merce Weekly has 9,000 at $6 a 
vear. 


Elects Brown V.P. 

Stanley M. Brown, advertising 
director of Prentice-Hall, Inc., 
New York publisher, has been 
elected vice-president in charge 
of advertising. 


= | ee 
a 
ee 
ae 
| a 
aa re = 
ae 
| ES SS NER Ak SE RR 
é — oe 
_ ate _ THURSDAY? MARCH 20, 1947-777" ™ 
| AR a es 
et ER Fs , : : 
| — | 
NI gy 
_ 3 
E _ sé a | 
' | i : ; a ee of reparation 
co | ee ee 
i | 
_ 
. 
bn | 
_ aS 
SS 
* 
—_— ee 
—_ ee 
F eS 
gr’ 
' es 
a ee 


ing 
nc., 
een 
rge 


’ 
eS eae % . . 
Zz yr ap —_ & tm e » ee , 4 ke & ~ 
bi ates © eRe ers Why toe om se ‘ 3 “ oe ey “E@z ea eS 
” P<.>! “2 7 7 « ‘ ~ * ba a ri 8 sete cal er tare. Ne “ # ee .. : ' ~ ¥ . 
Er: : - < 
/ ry ae Te “8 fs, 4 ee “ — Pal ge  * Pa + J ae s 4 9," sy a” ; pe ee esa § , ~ 7 Ke . 
P ; honk ete . , “ . et eats “ : »% 
re Py eras i ft ‘ pos ighe ekg ag ‘ oF she <* — 4 pal ee A of ates he cet 
* eg 3 : es ot + “ ae é =" ¥ > Ss aew - é 4 a 
I fi ta wh ale pwr EE ad (yes 8S iy ee OE ae ae oe te whe Se Bs i Se ae 
é e Be . A a of Fe ad - 3 2 re ee , a Rik 
ss od # 
? oo” ~~ 25 j ee! “e ¥> P ee < * * 
“yg 2 Sy Bre OW Be *s ¢ y tae 44 OK Saas” ~ oe ae * re << g See # 52a aie - ° % 
oh a * _ st ‘ A " ¢ 


ok 


, Ne i v “ oe oe x ~ Z ‘. : en 
” { . ey 
vr “ _  < ae 3 a ’ 4 t ” . ae ¥ *> » - Toy ey 
s WP AE Sieve * = ge ey ™ we Eee ad oe a et »- a a et ee , ec! . tie on oh oe 
$64 % “ - a or Po :. x a . se + oo a ; : » ¢? 7s f a al Ay , ie aie et Re Se r ie a. 4 oe 
é eS. 3 v " eit A A a s 7 z : : a+ -. : = “ 
ee lon hy 2 Z, 4% - [, wat + «oor «8s =“ 3 ‘ .% 4 if, * as ao + # 2 Fry F 
OES ger NEE A as ies an A ye BEN aE OE 
a al é My we. ** a ft 4 : we 4 ge es ome * oa . . 
én ae ‘ wf F Pee « ; : a gee 
‘ P e ei EE : ye af / P . as 5 tes ‘ f ve 


Well said, AIR WING, and very true 


Jn your uncompromising quest for quality, 


you have held your altitude in our industry. 


Because we know your penchant for that 


ox 


quality, we experience a feeling of pride 
each year as you choose AERO DIGEST to 


tell your message to the aeronautical world. 


% 
* 


a 2 


You, AIR WING, like the other leaders, 


PY 


“Ae 


um know that AERO DIGEST is looked up to sea Abe nee 
at . TF 
3, , BF AES Bes 
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Twenty-five years of unequalled editorial geass eee 

ke ; DAS Fa oO 

content and quality readership account for ia ees) * 


its position as the magazine of foremost 


influence in the sphere of aeronautics. 


“W. HARRIS THURSTON, INC. on A.D. odvertiser 
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Cincinnati Daily 
Issues Annual 
Payroll Figures 


CINCINNATI — Manufacturers 


disburse in 1947 an _ estimated | 
$352,100,763, according to the 10th 
annual payroll poll issued by the | 
Cincinnati Times-Star, which gives | 
a day-to-day estimate of pur-| 
chasing power in the area. | 

The data, compiled from re-| 
ports by 295 companies, shows 
that the average wage or salary | 
of 138,583 employes is estimated | 
at $2,536 per year. Of the gross | 
payroll in the area, weekly pay-. 
rolls will account for the great- | 
est sums, with payments totalling 
about $289,426,800 annually. Pay- 
rolls distributed every four weeks | 
(13 times annually) total $9,856,- | 
821, while those who are paid | 
once a month will collect an ag- | 
gregate of $52,817,160. 

With charts published in cal- 
endar form, the study shows that. 


x 


my 
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| Promotes Costello | 


at unbelievably low cost... 


| 
| 


A new and comprehensive advertis- 
ibng service to satisfy YOUR needs 
‘and meet YOUR specifications... 
Offering to the aggressive advertis- 
ing agency and advertising depart- 
ment the use, facilities, and prestige 
of a NEW YORK office . . . and mak- 
ing available the services of America's 
topnotch advertising talents, to be 
acquired only in NEW YORK. 


ADVERTISING CLEARING 
HOUSE, INC. is NOT an ad- 
vertising agency... We are 
YOUR New York office... 
Dedicated solely to fulfilling 
YOUR needs! 


Domestic and foreign inquiries 
respectfully invited. 


\ Advertising 
(Clearin : 


\ 


House 


The Penthouse 1475 Broadway 
Times Square * New York 18, N. Y. 


Coble Address ADVERHAUS * BRyont 9-5072-73 


during May, 1947, almost $12,-| Pond Quits Butler Post 
500,000 will be paid as the total | 


Friday payrolls. The fifth Friday | president and director of mer- 
in May is Decoration Day, a legal | chandise of Butler Brothers, Chi- 
holiday. |cago, to go into business for 

Chester C. Moreland Company,| himself. No successor has been 


-M in | Cincinnati, is the agency handling | appointed. 
the greater Cincinnati area will! the newspaper account. 


| Carey Joins Whitehead 


William D. Carey, song writer, 
has joined the staff of John F. 
advertising of the Ohio Edison| Whitehead & Associates, Los An- 
Company, Akron, has been ap- | geles, to develop creative copy 
pointed assistant to the president.!| ideas for various accounts. 


John C. Costello, in charge of 


M. C. Pond has resigned as vice- | 
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Krakow to Frostedaire § Heads Hearing Aid Group 


S. James Krakow, formerly with; The American Hearing Aijid 
General Refrigerators Corpora-| Association, Chicago, a group of 
tion, has been named director of | 14 leading hearing aid manufac- 
sales of Frostedaire Corporation, turers, has elected Irving I 
/New York, manufacturer of ice | Schachtel, president of the Sono- 
cream cabinets, freezers, frosted | tone Corporation, as president. 


| food cases and beverage coolers. ee ae 
| ; . Names Kimball Agency 
Hearst Appoints Cairns Krause-Walker, San Francisco 


Hearst Advertising Service has | ceramics manufacturer, has ap- 
|appointed John A. Cairns & Co.,| pointed Abbott Kimball Company, 
|New York, to handle its advertis- | San Francisco, to handle its ac- 
| ing. count. 


McGRAW-HILL PUBLISHING 


Advertising 
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Gillette 


Boone (€ 
Gillette S 
Boston, hi 
president 


eS 


a 
ee 
SS ORE | om 
\wew YR awe 
ms FOR AA S . 
i Tn , per 
S| * Y ‘ one Ways 3 Tit , 
a ea | ‘ 
mE ee 4 
| i ee ae ee 
me ee b ™ 
: Be Boe kd :. i 
, | — = _ ; *, wh 
: : team! cr | On 
r | ee | v | : | 1 
FF | o Nie a Ti 
‘ | e, > to Pe 
4 v fe. # ; 
se ¥ he le Is 
; fe iM. ; Ce : 
~ U We SY sé 
7s | _ 4 yy Be Q S th 
, Mi ie. | { 
= . ; er 7 
3 | por ’ " 
. | Y P 
i 
3 | | . 8 = 1 
_ Melt? “wa Ee ——_ is 
wait! x ‘ 
4 < Ne 
OE er ne NSanYE 
Headqua 
; 3°) West 
-:::CC 


— 
_ 
— 


G FCOMPANY, INC. 


He sdquarters for Industrial Information 
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2 Name Wilson, Haight Appoints Willis 


Wilson, Haight & Welch, Hart-| Edward B. Willis, formerly on 


Laufer Opens Agency White Boosts Patrick 
| Lee Laufer, formerly with the Kenneth N. Patrick, who joined 
ford and New York, has been/|the staff of the Syracuse Post-| Daniel Lewitt Agency, New York,|the Philadelphia branch of the 
named to handle the advertising| Standard, has _ been appointed | and more recently publisher of| Bob White Organization, food 
oi the new McIntyre division of| public relations director of the} the Rocky Mountain Restaurateur, | field consultant, last year, has been 


Eastern Industries, Inc., and Airex| Syracuse Better Homes Exposi- | has opened an advertising agency | appointed general manager of the 
Equipment Corporation, Long) tion. |}under his own name at 718 Colo-| company in Chicago. 
Island. |rado building, Denver. 


Leonard Joins Macfadden 
Gillette Boosts Gross | Homemaker’s Institute, New Frank Rejoins D-F-S | John H. Leonard, formerly ad- 


Boone Gross, sales manager of| York, has appointed Shaw Asso- Clint Frank has rejoined) vertising manager of Autographic 
Gillette Safety Razor Company,|ciates, New York, to handle ad-| Dancer - Fitzgerald -Sample, Chi-| Register Company, has joined the 


‘I Do’ to Shaw Agency 


Boston, has been elected a vice-|vertising for its forthcoming na-| cago, as assistant account Suect- | graeres promotion staff of Mac- | 


president of the company. tional publication for brides, I Do. | tive. fadden Publications, New York. 


with a moral 


Two men we know have fancy new pens . . . identical brands and models. Their 
comments, we think, are illuminating and shed a little light for you fellows 


who buy and use business paper space. 


One man says, “Oh that thing! My brother-in-law gave it to me for Christmas. It’s 


no darn good! Now this one... 


The other fellow says (same pen, remember), “Boy this is a honey! Best pen I ever bought! 
Paid 15 bucks for it but it’s well worth it! Why, do you know this thing will. . .” 


Isn't ut a fundamental quality of human nature that we like, respect and use anything we 
select for ourselves and pay our own good money for a whole lot more than something 


that is given to us and costs us nothing? 


And isn’t it also true that we are apt to read more carefully and to pay more attention to a 


business publication that we choose ourselves and pay for year after year? 
We think so. 


That's why we are so suré that the audience McGraw-Hill provides for advertisers 


is alert, receptive and interested in what you have to say. 


ASK YOUR McGRAW-HILL MAN for the new 
edition of “The Pulse Beat of Industry,” a 
digest of trends and current conditions as 
McGraw-Hill editors see them. 


) West 42nd Street—New York 18, N. Y. 
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AMERICAN § 


THE 


It’s a little 
embarrassing 
blowing your 
own horn 
but... 


THE 


WEEALY 


Circulation to 


9052251 


P.S. These are the official ABC figures 
for the 20 distributing units, 6 months 
ended September 30, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more. These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 


merchants. 


MERICAN 


\VEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
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and a complete th 
to simplify your usejof 


Tossy, at last, you can put into action the tre- 
mendous selling power of a nationwide newspaper 
campaign with the push-button ease with which 
you summon your secretary. Now, with A.N.A.N. 
you can cover the biggest daily audience in history 
. - - 12,400,000 families every weekday, 16,400,000 
every Sunday . . . by writing a single order and 
paying a single bill. ie 

What’s more, if you wish it, you can get from 
A.N.A.N. a complete checking service .. . reducing 
still further the mechanics and the cost of oper- 
ating a national newspaper schedule. 


Never before has national advertising in news- 
papers been possible on such a convenient, simple 
and easy basis. Never before has the national 
advertiser been able to capture for himself such a 
package of selling power, plus convenience, plus 
economy. For with A.N.A.N. you also get... 
DISCOUNTS FOR CONTINUITY AND FREQUENCY 


... to make your national advertising dollar go further, 
work harder and de more for you. 


Set 
> fey 


THE UNMATCHED LOCAL IMPACT of the local 
newspaper, harnessed now into a national medium. 


THE BIGGEST DAILY AUDIENCE ever assembled in 
one package . . . an audience which includes a third of 


the nation every weekday in the year, two-fifths of the 
U.S. every Sunday. 


PENETRATING COVERAGE of the 318 high-profit 
counties where 72% of ali U. S. retail sales are made 
and in which over 80% of A.N.A.N.’s circulation is 
concentrated. In addition, A.N.A.N. delivers 2,219,000 
families on weekdays, 3,089,000 families on Sundays 
in important supplementary counties. 


BROAD LATITUDE IN SELECTING MARKETS, 
On a national or regional basis, to match the sales 
potentials of your product or services. 


COUNTY-BY-COUNTY MARKET AND MEDIA 
data for any or all of the 3,072 counties in the U.S.... 
available without cost on 48 hours’ notice to pros- 
pective A.N.A.N, advertisers. 


ORIGINAL RESEARCH .. . objective, fact-finding 
studies to help you make your newspaper advertising 
more productive, more profitable. 


ANAN: 


American Newspaper Advertising Network, Inc. 


NEW YORK DETROIT 
220 East 42nd Street, Tel. MU 7-7177 700 Buhl Bidg., Tel. CADillac 3020 


CHICAGO 
6 North Michigan Avenue, Tel. STAte 2944 
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eChecking Service 
of newspaper space” 


* Have you seen the A.N.A.N. color-slide presentation? 


| LOCAL SELLING POWER IN A NATIONAL PACKAGE 
Circulation 12,400,000 daily ...16,400,000 Sunday 


ATLANTA JOURNAL INDIANAPOLIS NEWS PHOENIX REPUBLIC AND GAZETTE 

BALTIMORE SUN LOS ANGELES TIMES PORTLAND OREGON JOURNAL 

BIRMINGHAM NEWS AGE-HERALD LOUISVILLE COURIER-JOURNAL PROVIDENCE JOURNAL-BULLETIN 

BOSTON GLOBE AND TIMES AND SUNDAY JOURNAL 

BOSTON HERALD TRAVELER MILWAUKEE JOURNAL SACRAMENTO BEE 

CHARLOTTE OBSERVER MINNEAPOLIS STAR AND TRIBUNE SALT LAKE CITY TRIBUNE 

CHATTANOOGA TIMES NEW HAVEN REGISTER AND TELEGRAM 
NEWS-FREE PRESS NEW ORLEANS TIMES-PICAYUNE SAN ANTONIO EXPRESS NEWS 

CHICAGO TRIBUNE STATES SAN FRANCISCO CHRONICLE 

CINCINNATI TIMES-STAR NEW YORK NEWS SEATTLE TIMES 

COLUMBUS DISPATCH NEW YORK TIMES SPOKANE SPOKESMAN-REVIEW 

DALLAS NEWS NORFOLK LEDGER-DISPATCH AND CHRONICLE 

DAYTON NEWS VIRGINIAN-PILOT ST. LOUIS POST-DISPATCH 

DES MOINES REGISTER AND TRIBUNE OMAHA WORLD-HERALD TOLEDO BLADE & SUNDAY TIMES Sani 

FRESNO BEE PHILADELPHIA BULLETIN WASHINGTON STAR 

HARTFORD COURANT PHILADELPHIA INQUIRER WORCESTER TELEGRAM & GAZETTE 
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Amateurs’ Emoting Has Hoosiers 
Voting... for WIBC 


If there’s a gleam of dramatic genius hidden away in a Hoosier 
home, odds are it will shine forth soon on the scintillating, new 
live-talent program, “WIBC Players.” For a choice half-hour— 
8 to 8:30 every Saturday evening—an eager array of aspiring 
amateurs evokes the muses of comedy, mystery and drama... . 
and the applause of the ever-growing WI BC audience. “WIBC 
Players” is written, played and produced by the Hoosier hopefuls 


| 
| 
| 
| 
| 
| 
| 
themselves, under the experienced eye of WI BC Player-Producer . 
| 
| 
| 
| 


Sydney Mason. For full information on this popular live-talent 
production—and how it can be made into a live-wire sales-builder 
for you—see your John Blair Man. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


WIbC 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


Listenership High 


for ABC in lowa, 


NBC in Milwaukee 


Cuicaco — Station WTMJ, NBC 
outlet owned by the Milwaukee 
Journal, has published details of 
a phone survey of listening habits 
in Milwaukee, revealing rela- 
tively high percentages of sets in 
use and an unusually high num- 
ber of sets tuned in to NBC pro- 
grams. . 

In Des Moines, a mail poll of 
Iowans’ listening habits by . the 
Des Moines Tribune shows com- 
paratively high audiences for ABC 
programs heard over KRNT, af- 


polls were made in mid-February 
and offer interesting comparisons 


part of that month. 


The Milwaukee poll is based 


filiated with the newspaper. Both | 


with Hooperatings for the latter 


Reilly Plastictypes \ 


REILLY ELECTROTYPE COMPANY 


305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO - DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 
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Researchers at Colgate- Palmolive -Peet 
developed “a wonder-working new suds” 
—VEL, for cleaner washing, no soap scum, 
no soap fading. And to tell VEL’s story 
to American housewives in newspapers 
coast-to-coast, Colgate chose Reilly pLas- 
TICTYPES—the new plastic plate, for 
cleaner, more uniform reproduction. Not 
only Colgate, but hundreds of other na- 
tional advertisers are already using PLas- 
tictyPEs (with the enthusiastic endorse- 
ment of the ANPA). 


Researchers at Reilly Electrotype devel- 
oped this new plate —a plastic plate that 
retains the true fidelity of the pattern 
plate. Tearsheets of the VEL campaign 
(and hundreds of others) demonstrate 
the cleaner, more uniform reproduction 
you can get by using Reilly pLasticryres. 
And, being so light, pLasticrypes will cut 
your shipping costs an average of 60%— 
making first class and airmail shipments 
practical, Use the coupon below to make 
us prove the superiority of PLASTICTYPES 
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on 74,414 completed phone calls 
from Feb. 10-23. It shows aver- 
age daytime sets in use at 20.6%. 
compared with an average 19.4% 
shown by Hooper for various 
cities; nighttime sets in use at 
37.6%, compared with 32.8% re- 
ported by Hooper, and -17.4% of 
sets in use from 7-7:30 a.m., for 
which period there are no Hoope: 
figures. 


23 NBC Shows Lead at Night 


The WTMJ survey shows that 
25 nighttime shows—23 on NBC 
and 2 on CBS—had ratings of 20 
or more in the period covered. In 
the comparable Hooper study, 
there were 15 shows with ratings 
of 17.8 or more—11 on NBC, three 
on CBS and one on ABC. 

Bob Hope led both surveys 
with a 33.9 rating in Milwaukee 
and 31.1 nationally. Red Skelton 
was second with 33.7 in Milwau- 
kee and sixth nationally with 24.6. 
Tied for third in Milwaukee was 
another NBC show, “Life with 


| Riley,’”’ which scored 33.6 but was 
|not even among the top 15 in the 


Hooper study. Also scoring 33.6 
in Milwaukee was the Charlie 
McCarthy show on NBC. This 
compared with a 24.6, seventh- 
place Hooperating for the show. 
The WTMJ survey reports that 
15 daytime shows had 8.4 or 
higher ratings in Milwaukee, all 
of them NBC programs. The 
|Hooperating for the end of Feb- 
|ruary lists 11 shows with 7.1 or 
‘higher ratings, including 6 on 
NBC, four on CBS and one on 
ABC. “When a Girl Marries” led 
each list, with 9.9 in Milwaukee 
and 9.3 nationally. 
| The report, titled “1947 Listen- 
| ing Habits of Greater Milwaukee,” 
| gives the percentage of sets tuned 
| in and rating for each program on 
all stations, including some Chi- 
cago stations. 


| Crosby Leads in Iowa 


| The Des Moines survey, based 
on a questionnaire in the Feb. 10 
issue of the Tribune, reveals that 
“ABC programs dominated the 
daytime listening habits . . . while 
NBC took the nighttime leader- 
ship.” The report, published in 
the Cowles paper by Mary Little, 
radio editor, ranked shows in 
popularity but did not give 
ratings. 

The report showed Bing Cros- 
by’s transcribed show, heard on 
KRNT, got the “first place nod 
in total number of votes.’ Crosby 
was not among the leaders in the 
| Hooperating of Feb. 28 and in 
| Milwaukee had only a 9.1 rating. 
|“Fibber McGee” was second and 
| Bob Hope third among nighttime 
|shows, and NBC nighttime pro- 
| grams monopolized the evening 
list. 
| The poll showed an even more 
| startling difference from the other 
| surveys on daytime program pref- 
/erence. It showed seven ABC 
| programs sharing top honors with 
| three NBC shows. Of the 10, 
|only one—‘‘General Mills Hour” 
_—was a soap opera serial. In the 
|Hooper and WTMJ coincidental 
| phone studies, soap operas dom- 
| inated the daytime period ratings. 
(ae ear 


Home Freezer Makers 


Announce Cut in Prices 

Schaefer, Inc., Minneapolis. 
manufacturer of low temperature 
equipment, which recently brought 
out its new 1947 models of Pak- 
away home freezers, has reduced 
the price of all Pakaway freezers 
from $40 to $140 per unit. 

Masterfreeze Corporation, Sis- 
ter Bay, Wis., has announced re- 
ductions up to 34% for its home 
freezer lockers. The retail price 
|of the 19 cubic foot Masterfreeze 
has been reduced from $625 t 
$435, and the 14 cubic foot mode! 
from $560 to $365. 


Joins Ewell & Thurber 


Sherman Stambaugh, formerls 
business editor of the Toledo 
Times, has joined the Toledo of- 
fice of Ewell & Thurber Associates 
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May 15-17. International Affili- 
ation of Sales & Advertising Clubs, 
annual convention, King Edward 
Hotel, Windsor, Ont. 


M 25-28. Advertisi F - | 
ge ens Sedere | tising Association, annual conven- | 


tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 


May 26-27. Inland Daily Press | 


Association, annual spring meet- 
ing, Congress Hotel, Chicago. 


May 28-31. Associated Business | 


Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 2-4. National Federation 
of Sales Executives, annual con- 
vention, Biltmore Hotel, Los An- 
geles. 


June 11-13. American Market- | 


ing Association, spring conference, 
Commodore Hotel, New York. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 18-19. Public Utilities Ad- 
vertising Association, national 
convention, Detroit. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 

July 7-10. Newspaper Advertis- 
ing Executives Association, mid- 
year conference, Mark Hopkins 
Hotel, San Francisco. 

Sept. 15-17. Southern Newspa- 
per Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 


|tional Advertisers, annual meet- 
‘ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. ; 

Oct. 6-9. Financial Advertisers 
| Association, annual convention, 
New York. 

Oct. 19-22. Mail Advertising 
'Service Association, annual con- 
| vention, Hotel Cleveland, Cleve- 
‘land. 

Oct. 23-25. Direct Mail Adver- 


| tion, Hotel Carter, Cleveland. 
| Oct. 23-25. Life Insurance Ad- 
|vertisers Association, annual 
meeting, Chateau Frontenac, Que- 
| bec. 

Nov. 8-9. Southwestern As- 
/sociation of Advertising Agencies, 
'fall convention, El Paso, Tex. 


‘Dorland Names Nitsche 
Art Vice-President 


Erik Nitsche, formerly art di- 
|rector of Air Tech, Air News, 
| Mademoiselle, and Saks _ Fifth 
| Avenue, has joined Dorland In- 
'_ternational-Pettingell & Fenton, 
New York, as vice-president in 
|charge of art and industrial de- 
| sign. 

| Herbert Bayer, who has di- 
| rected the art service of the Dor- 
|land agency for seven years, re- 
| mains as vice-president, and will 
specialize in art direction for 
| West Coast clients through the 
'Los Angeles and San Francisco 
| offices. 


‘Names McCarthy 


Bob McCarthy, formerly on the 
| editorial staff of the Houston Post, 
has been named public relations 
director of Wilhelm - Laughlin - 
' Wilson & Associates, Houston 
agency. 


YOUR 


of money ... and WSGN is 


share of that cash. . 


is Alabama’s best buy far! 


Ours isn’t all a top-hat audience, but they spend a hatful 


. According to the December 1946 
Conlan study, WSGN led in the all-day (8 A.M.-6 P.M.) 
listener preference with 33.8% of the potential Birming- 


ham audience. No wonder sponsors agree that WSGN 


SHARE? 


ready to help you catch your 


——— = ———— 


= THE NEWS - AGE - HERALD STATION 


BIRMINGHAM 2, ALABAMA 
Represented Nationally By Headley-Reed 


Four A’s Names 


Operating Committee 


A new operations committee of 
the board of directors has been 
chosen by the American Asso- 
/ ciation of Advertising Agencies. 

Members are the Four A’s offi- 
cers—J. C. Cornelius, BBDO, 
chairman; Thomas D’A. Brophy, 
Kenyon &_ Eckhardt, ‘vice-chair- 
/man; Clarence B. Goshorn, Ben- 
ton & Bowles, treasurer; and 
Frederic Gamble, president—and 


M. Cone, Foote, Cone & Belding; 
James H. S..- Ellis, Kudner 


| J. Walter Thompson Company. 
| 


three directors-at-large: Fairfax | 


Agency; and Henry M. Stevens, | 
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BALANCED CIRCULATION 
> 


CANDY INDUSTRY is 
FIRST in audited / 
circulation, and /\ mort 
FIRST in adver- / 

tising volume P: PAID 


ney ‘dani my SUBSCRIPTIONS Ne | DISTRIBUTION I 
CANDY INDUSTRY 


THE NEWSPAPER OF CONFECTIONERY BUSINESS 
Don Gussow, Publisher & Editor e 33 W. 42nd St., New York City 
Other Don Gussow Publications ® Bottling Industry © Tobacco Record 


| 
| 


| 
| 
| 


| 
| 
| 


Wheeler Osgood 


...one of the 4,315 diversified 
payroll builders which help 
make Tacoma- Pierce County 
| 
| 


WASHINGTON’S 


Seconv 


MARKET! 


In five busy factories, Tacoma produces 
more doors than any other city on Earthl 
Above is a scene in the plant of the 
Wheeler Osgood Company — one of the 
world's largest door manufocturers. 
Wheeler Osgood ships the products of 
its Tacoma plants — Tru-Sized Douglas 
fir doors and jambs and Laminex Ply- 
wood — fo all parts of the United States 
and to most foreign countries. More 
than 800 are employed by the company. 


Diversification keynotes the Tacoma 
market. Here —in a compact metro- 
politan area —are lumber, plywood. 
door and wood-working plants, paper 
mills, electro-chemical and metal- 
lurgical industries, food, clothing, 
furniture and heavy machinery man- 
ufacturers. Here is an important 
agricultural region, a railroad. ship- 
ping and distribution center. Add it 
up and you see why Tacoma-Pierce 
County ranks second among Wash- 
ington State counties in population, 
retail sales, industrial payroll and 


buying income. You effectively cover 
this vital market ONLY with the first 
Tacoma daily. These Tacoma-Pierce 
County coverage figures tell why. 


THE TACOMA 

NEWS TRIBUNE 7. S 4 
COVERAGE IS 0 
Second Tacoma Paper . .. 4% 
Seattle Morning Paper . .. 10% 


Seattle Ist Evening Paper. 4% 


News Tribune 


Now Delivering More Than 60,000 Daily! 


No. 2 of a Continuing Series 
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Appoints Anderson DeMattia to Martin 

Mary Stuart Anderson, formerly DeMattia Machine & Tool Com- 
Illinois state director of the| pany, Clifton, N. J., manufacturer 
United States Employment Serv-/|of plastic molding machines and 
ice, has been appointed midwest-| molds for industry, has placed its 
ern publisher’s representative of| advertising with George Homer 
Southern Farmer, monthly maga-| Martin Associates, Newark. Busi- 
zine published in Montgomery,| ness papers and direct mail will 
Ala. be used. 


- = % e.| 


Drug & Cosmetic 


INDUSTRY * 


Covers an industry that is 


not afraid of the future. 


1| And they are legion. 


Also Publishers of Beauty Fashion 


/and trade publications and some | 


Glidden’s copy varies widely, of 
course. Besides the pace-making 
| consumer advertising of the paint 
_and varnish division, it is running 
| a heavy institutional campaign and 
special promotions in a dozen 
farm publications, several insti- 
tutional publications, many in- 


Line Gets Record 
Promotion Budget sis: ysis 


CLEVELAND — Glidden Company | in national magazines and food 
this year is not only spending | trade publications. 
more, per dealer, to advertise its | New Boost for Lecithin 
paints (AA, April 7), but also is| This month, Glidden’s institu- 
allocating a record appropriation | tional campaign will feature full- 
to promote its other products. page, four-color ads on the soya 
processing division’s lecithin, a 

Last year, the highly diversified | soybean derivative used-as an 
company took in $122,000,000 sell- | emulsifier, dispersing agent or 
ing its foods, chemicals, vegetable | anti-oxidant for fats and oils, in 
oils, paints and varnishes, soya|such varied products as gasoline 
products, type metals, animal and|and oils, cosmetics, ice cream, 
poultry feeds, cleaners, naval|canned meats, margarine, choco- 
stores and other lines. To sell|late, leather, paints and textiles. 


Glidden’s Entire 


7 them, it used an almost equally | Called Gliddol by the company, it | 
"|| diversified media 
'4| magazines, 


list—including | is a natural organic property pro- 
farm. publications,; duced in commercial quantities 
outdoor, industrial | for the first time by Glidden. 
All the institutional ads—which 
appear in Business Week, For- 


newspapers, 


radio, as well as dealer aids. 


All Budinedd CS tccal 


Any advertising quiz kid can figure this out fast. Here’s a packaged 


feod item. Nothing exotic, something everybody uses. Naturally, 


it’s nationally advertised. 


But look at what recent brand preference studies show. In one city, 


28% of the families use the product. In another, 20%. In another, 


17% 


Why? Because markets differ as people differ . . 


. In still another, only 8°. 


. in tastes, in reading 


habits, in buying habits. The only thing they have in common is 


that every sale your advertising makes is a /ocal transaction . 


between a local consumer and a local dealer. 


That’s why national advertising in local newspapers is so productive. 


More than 53 million daily newspapers are bought in the U. S. and 


Canada these days...a new all-time high. Newspapers are the 


biggest mass medium. They are the only mass medium that gives 


you 


effective pinpoint control... to concentrate your advertising 


where you want it when you want it. 


Every day we learn something new about markets, maybe your markets. 


Worth a phone call to find out? 


Buwreat of A MUCH 


AMERICAN NEWSPAPER PUBLISHERS 


ASSOCIATION 


8481 * 240 Montaomery St., San Francisco 4, Exbrook 8530 


ne and New Orleans State 
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LECITHIN 


So title known- 
‘So big in promise 


Se oh eee a ye ep 


NEW WONDER PRODUCT—This four. 

color ad by Glidden Co., Cleveland, 

for the soybean derivative, lecithin, 

will appear in Business Week, Fortune 

and Time. Meldrum & Fewsmith, Cleve- 
land, is the agency. 


tune, The Saturday Evening Post. 
Time, Wall Street Journal and 
the Chicago Journal of Commerce 
and New York Journal of Com- 
merce—stress the slogan, “‘Quality 
Paced by Research.” Glidden has 
26 large research laboratories and 
36 operating units located through- 
out the country. The research 
theme is expressed or implied in 
most company promotions, for re- 
search —like diversification and 
control of raw materials—is a 
| major part of Glidden policy. 


Advertisers in 375 Cities 


Ads in the maintenance field 
feature a “Sight Perfection” pro- 
gram to increase school, factory 
'and office safety, health and com- 
fort. Several booklets on use of 
color in schools, stores, hospitals, 
offices, etc., are used. Industrial 
ads feature various Glidden 
coatings, such as Nubelite, Spat- 
tertone, Hammerloid and Glidair 
aviation finishes. 

As reported earlier, the paint 
and varnish drive features Spred- 
Luster, a year-old water mix oil 
enamel (only one on the market). 
Four-color ads on this and other 
consumer products are running in 
American Home, Better Homes & 
Gardens’ and Good Housekeeping 
this month. Other ads appear in 
175 major markets. In addition, 
dealer co-op ads are running in 
another 200 markets. 

Tied in with the program is a 
heavy dealer identification drive, 
including window displays, 
counter displays, color charts, di- 
rect mail and an elaborate book- 
let, “Color Harmony in Your 
Home.” Fifty thousand copies of 
the booklet have been sold for 

5 cents each, in response to brief 
description of the booklet in ads. 


3 Share Durkee Account 


Advertising of the paints, soya 
| products, and products of other 
_industrial divisions is handled by 
| Meldrum & Fewsmith here. Elmer 
| L. Weber is advertising and sale 
| promotion manager of Glidden. 
| Durkee food division advertis- 
| ing is handled separately. N. I 
| Betzold is general sales and ai 
|manager of the division, who: 
/ account is shared by Federal Ad- 
| vertising Agency, New York; ( 
| Wendel Muench & Co., Chicag 
and Emil Reinhardt Advertisir 
Agency, Oakland, Cal. 
Ads on Durkee’s 
| dressing, spices, shortening, Wo 
| cestershire sauce and bakery a! 
confectionery ingredients incluc ¢ 
|consumer copy in BH&G, Ladi 
Home Journal, Parade, Suns: 
This Week Magazine, Woman: 
Day and in newspapers, radio, al 
/outdoor in several hundred citic 


| , 
| C&O Permits Autos 


| The latest “public service” st 
of Robert R. Young, chairman 


the Chesapeake & Ohio Railroa', 
“the train auto fer’) 
service,” and permits passenge’s 
to take their automobiles along 
| with them on the run betwee! 


is called 


Washington and Cincinnati. 


margarine, 


Advertisi 
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Bear Continues 
to Push Safety 
in ‘47 Program 


Rock IsLtanp, ILtL.— Driving 
safety will continue to be stressed 
by Bear Mfg. Company in its 
1947 advertising in national maga- 
zines, Movies and slides, and in 
a multitude of aids for Bear Serv- 
ice stations. , 

Will Dammann, president, said 
the basic purpose underlying the 
‘47 ad program “is to sustain and 
increase public interest in tire 
saving and accident preventing 
wheel alignment and_ balancing 
service that skyrocketed during 
the war years.” National ads will 
dramatize the slogan, “Thank your 
Bear repair man for that accident 
that didn’t happen.” 

Bear will tie in with the Memo- 
rial Day automobile race in In- 
dianapolis with a two-color ad- | 
vertisement in the May 24 Satur- | 
day Evening Post, headlined “Cash | 
in on the safety lessons learned | 
at the 500-mile race.” The com- | 
pany has participated in the speed | 
classic for 14 years. 

The company also will employ | 
other color ads in the Post, as | 
well as supporting copy in Time, 
and dealers are being supplied 
with newspaper mats, direct mail 
folders, letters and flyers tying in 
with the national theme. Bear | 
shops also will be furnished with | 
a wide variety of signs for indoor | 
and outdoor use, shop pennants, | 
window decals, cut-out displays, | 
sidewalk signs, book matches im- 
printed with the shop’s name and 
address, and garment insignia for 
mechanic’s work clothes. 

Van Auken & Ragland, Chicago, 
is the agency. 


Red Cross Announces 


Cover Contest Winners 

Top honors in the fourth annual 
cover contest sponsored by the 
American Red Cross for company 
magazines published during the 
March fund campaign were won 
by “News Meter,” published by 
the San Diego Gas & Electric 
Company. “New York Life News,” 
published by New York Life In- 
surance Company, won second 
place, and “Franklin Facts,” pub- 
lished by Aircooled Motors, Inc., 
Syracuse, took third place. 

“Delco Doings,’ published by 
Delco Products division of Gen- 
eral Motors Corporation, Dayton, 
won a special citation for the best 
cover in the newspaper format | 
group. 


~ $end Today For 
~-ROCKFORD 


> CONSUMER ANALYSIS 


See how your product compares with 
Ompetitors in consumer preference. Get the 
tue acts on the market that has, month after 

onth, led all Illinois cities in percentage 
ain. on retail sales of independent stores. 


lree copy available to Manufacturers 
and Advertising Agencies. 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 — 
ETROPOLITAN POPULATION 


ule in The American Weekly and 


‘Int'l True Story’ 


|Magazine sections of Sunday 

to Carry U.S. Copy newspapers, including the New 
International True Story, pub-| York Times. In addition, trade 
lished by Macfadden Publications | Publications, a consumer recipe 


International Corporation, New| 
York, will alter its prewar policy | used. 
and soon begin accepting Ameri- ———-—_— 


can advertising, Carroll Rhein- 
Newspaper Group Starts 


strom, president, reports. Prior to 
Third Annual Promotion 


the war, the overseas editions of 

the publication carried local ad- 

vertising. | The Hometown Daily Newspa- 
Announcement of actual Inter- | Per Publishers of the eleven west- 

national True Story editions avail- | €™ 

able will be made soon. 


PEO /a cooperative program emphasiz- 
. ing the marketing opportunities 
Appoints Hoyt Agency provided by the hometown daily 
The Cultivated Mushroom In- newspapers. Readership studies 
stitute of America, New York, has| made for the group show that an 


appointed Charles W. Hoyt Com-| effective advertisement in a home-| 


pany, New York, to handle its|town daily newspaper costs as 
advertising. Starting in 
copy will run on a regular sched-| group points out. 


book and trade bulletins will be | 


states have launched their | 
|third annual advertising program, | 


June, | little as one cent per family, the 


fash ae 


your hguse-organ. Copy: 
out hints, #60. Youts fc 
Rarewn Copy Servaece 


123 N. Wacker Dr., Chicago 6 STAte 5977 


issue of 


\, 
‘ 
. 


Authoritative surveys* 


continue to show every copy of Esquire 


Magazine read by ten people monthly. 


Giving advertisers six-million 


better-buying adults with each 


é. 


fAquire | , 


where quality millions go to market ) 


*Fact Finders Assoc. 
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Transworld Names Cohu) 22!" director of the airline’s in- 
Lamotte T. Cohu, chairman of ternational division. 


the board and general manager of 


Northrup Aircraft, Inc., has been | Gets NAB Post 


elected president of Transworld| A. A. Schechter, vice-president | « ‘ 
r ‘Forum’ Contends 
NEw YorK—Building—despite 
the disappointments of the post- 
war era—is using new methods 


Airline, Kansas City, succeeding| of Mutual Broadcasting System, | 
Jack Frye, who has resigned. Mr. | has been named to the public re- | 
Cohu has been a member of | lations executive committee of | 
TWA’s board since 1933. Warren | the National Association of Broad- 
Lee Pierson, president of the) casters, succeeding Carl Haver- ; : 
American Cable & Radio Corpora-| lin, who resigned from Mutual to| 294 putting to use many items 


tion, New York, has been named| become president of Broadcast| “Which were. only 


chairman of the board and man-| Music, Inc. 


| prior to the war years,” Architec- 


smn 
CHICAGO -/ 2a 


sue. 


One sample cited 


Building Shows | \i, |. se HIGH ooa Mammoth Survey 


War Adaptions, eZ and the road! | 
zs ott LOW 


| tural Forum finds in its April is- 


Forum editors report that many 
wartime advances are genuine, 
| and that despite the price level 
vand materials shortages, building 
is showing radical changes. 


get Power outstrips 
much-publicized TVA in providing 

iw benefits for the electric customer 
) Reddy “Mac” Kilowatt certainly 

makes a penny go a long way. For 
the 12 months ended June 30, 1946, 
the average annual use of Puget 
Power residential and rural custom- 
ers was 50% MORE, and the aver- 
age rate per kilowatt hour was 
11% LESS than the corresponding 
averages for domestic customers in 


the TVA areas. 


speculation 


PUGET SOUND 
POWER £ LIGHT CO.Be 


FRANK McLAUGHIIN President 


is a 1,200- 
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Depicts Nation's 


Economy in 1960 


New York —A staggering pic- 
‘ture of America’s great resources 
and potential productive powe: 
| has been drawn by the Twentieth 
Century Fund in its new 875-paxe 
| report, “America’s Needs and Re- 
sources.” 

The study is based on three 
|years’ reséarch under the direc- 
|tion of Dr. J. Frederic Dewhurst, 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 


111 £&. DELAWARE ST. 
Phone WHitehall 5355 


| 


home community outside Balti- 
more, units in which will sell for 


LOW ROAD—Puget Sound Power & | whose staff included 20 econo- 


Light Co. used this newspaper copy : 
in Seattle to point out that its own “sa ae 


$6,750, and are built of light, strip | 
| steel construction. Others are| 
clinics in Seattle, which use B-29 | 
|astrodomes for skylights, an office 


rates are lower than those of the famed | 
low-rate TVA. 


building in Portland faced with| Johnson Moves Offices 


. |aluminum, and a Texas building 
which has its boiler room in a 
| 16th-story penthouse. 


isc 
FACTS NEEDED 


For Effective 
Sales-Advertising Coordination 


ie moving goods and selling serv- 
ices, the decisions of sales execu- 
tives are guided by facts—depend- 
able information from government 
and business statistics. To achieve 
maximum usefulness in supporting 
sales programs, to share in the credit 
as well as the responsibility for sales 
success, advertising plans should be 
equally factual. 


The facts essential to the effective 
application of media to markets 
(space buying)—facts necessary to 
make advertising and sales efforts 
work hand in hand—are available to 
advertisers in the audited circulation 
reports issued by the Audit Bureau 
of Circulations. 


A. B. C. Reports tell where the cir- 
culation goes, how obtained, what 
people pay for it, and other data in- 


dispensable to the sound investment 
of advertising money. This informa- 
tion makes possible the planned and 
verified distribution of advertising— 
a factual basis for the effective co- 
ordination of advertising with sales 
efforts. THE DENVER POST is 
proud to have been a charter member 
of A. B.C. 


AUDITED DISTRIBUTION 
FOR YOUR ADVERTISING 


Ninety-five percent of 
the total circulation of 
U. S. daily newspapers 
\_ is audited by the A. B. 
iC. When buying ad- 
vertising 
space, al- 
ways ask for 


A. B. C. Re- 
ports — and 
then study 
them. 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


Editor and Publisher 
PALMER HOYT 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT, INC. 


Value of goods and _ services 
produced could reach $202 billion 
/in 1960, in 1944 dollars; the aver- 
/age work week probably will drop 


Johnson Advertising Services, | to 41 hours in 1950 and to 38 hours 
San Francisco, has moved its of-|in 1960; demand for consumer 
| fices to 333 Kearney St. 


| durables will increase substanti- 
ally more than demand for soft 
| lines, tobacco, food, etc.; there 
| will be 100,000 private planes in 
use by 1950. 

The study contains estimates of 
possible and probable changes in 
all aspects of national econom) 
'for both 1950 and 1960. The study 
covers need for capital expansion: 
number of employed and unem- 
| ployed; make up of population by 
age and spending unit; goals of 
education, housing, medical care 
|ete.; tax rates; expenditures for 
| various lines of goods and serv- 
ices; production by industries, etc. 


Sees Higher Incomes 


| The survey asserts that ‘“‘on the 
whole, the war left the United 
States with a depleted supply of 
| most natural resources. . . How- 
ever, the depletion of our supply 
. should. not prevent the ful- 
fillment of future needs. Wit! 
relatively free trade throughout 
the world, we should be able to 
obtain the raw materials we need 
to establish a high standard of 
living in the United States.” 
Government expenditures in the 
future will amount to about a fifth 
of the national income, the study 
predicts. Consumer income will 
increase; the urban market will 
continue as much more important 
than farm and small town mar- 
kets; the labor force in 1960 wil! 
total 63,400,000, with jobs total- 
ing 60,200,000, it is estimated. 


Forward Opens Branch; 
Gets Six New Accounts 


Forward Advertising, Phila- 
delphia, has opened a New York 
office at 1457 Broadway, with Ed- 
win L. Pilling as managing di- 
rector. - 

The agency has been appointed 


to handle the advertising of the 


|iolliowing companies: Coatcratt 
|Company, Philadelphia, manu- 
_facturer of childrens’ coats: Katz- 
| Jacobson & Co., New York, manu- 
| facturer of men’s and boys’ cloth- 
ing; Murray Kaufman, New York, 
| maker of boys’ clothing; M. Sick- 
|les & Sons, Philadelphia, whole- 
sale jeweler; Bermyn Corporatio 
New York, manufacturer of bo) 
clothing, and F. D. Crew Co! 
pany, Philadelphia, manufactur 
of Babytron high chairs. 


Pepsodent Signs Heflin 
Pepsodent division of Lev 
Bros. Company has signed V 
Heflin as a summer replacem¢ 
for the Bob Hope show, starti 
June 17 and running for 13 wee 
Mr. Heflin will be starred as D 
tective Philip Marlowe in a m) 
tery series to be based on stor 
by Raymond Chandler. Fo 
Cone & Belding is the agency. 


Atlas Radio to Poyntz 
The Toronto office of Alford 


Poyntz Advertising Ltd. has be 
named to handle the advertisi' : 


of Atlas Radio Corporation, T - 


ronto. 
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Roper Launches 
National Ads 
for Gas Ranges 


RocKForD, ILL.—Geo. D. Roper 
‘orporation has outlined to its 
iational sales forces its complete | 
nerchandising and promotional | 
ampaign for Roper gas ranges, | 
vhich includes a comprehensive 
iational magazine schedule. 
Magazines to be used include 
{merican Home, Architectural 
Forum, Arts & Architecture, Bet- | 
‘er Homes & Gardens, Godd House- | 
‘eeping, Holland’s, House Beau- | 


‘tiful, House & Garden, Sunset and | of West Coast sales for the Ameri- | 
What’s New in Home Economics.| can Broadcasting Company, has | 


[he company also announced that | Joined Radio Advertising Com- | 
pany, Los Angeles, as radio rep- 


it will use trade advertising in a/| 
wide range of media. 

Other phases of the campaign 
include direct mail, newspaper ad 
mats: for dealer use, distinctive 
point-of-sale displays, banners, 
wall hangers and streamers, and 
selling helps for salesmen and 
sales managers. 

Roper maintains warehouses in 
17 cities from coast to coast, and 
has announced that it expects to 
add to these facilities in order to 
speed deliveries. The company 
also says that it will boost dealers 
with full support on installation 
and service problems. 

Hollingsworth & Collins is the 
agency. 


Trademark Ass’n Hears 
Casper Ooms May 13 


The Hon. Casper W. Ooms, 
United States Commissioner of 
Patents, will speak on “The Ad- 
ministration of the Lanham Act” 
before the 69th annual meeting 
of the United States Trade Mark 
Association at the Ambassador 
Hotel, New York, on May 13. 


Signs Shorty Thompson 


Associated Grocers of Colorado 
has signed Shorty Thompson and 
his group of musicians for a 52- 
week run over Station KOA, Den- 
ver, starting May 28. The pro- 


gram will be aired every Monday | 


night from 6-6:30 p.m. Transcrip- 
tions of the same group have been 
purchased for rebroadcast over 
Station KGHF, Pueblo, Thursday 
night, 8:45 p.m., beginning May 1, 


and over Station KVOR, Colorado 


Springs, Friday night, 8:30 p.m., 
starting May 2. Curt Freiberger 
& Co., Denver, is the agency. 


Adds Tracy Moore 


Tracy Moore, formerly manager 


resentative. 


Radio Execs Club 
Presents Awards 
to Young Talent 


New YorK—Four talented young 
/musicians—three girls and a boy, 
‘winners in a talent contest spon- 
sored by the club—were honor 
|guests at a recent meeting of the 
Radio Executives Club. 

Soprano Rosalia Maresca, of 
Station WHOM, was awarded $250 
as first prize in the competition, 
which was open to all local sta- 


tions. Runner-up awards went to) 


|Lynne Andrews, WHRL vocalist; 
Kay Lovell, WBYN coloratura so- 
prano, and Warren Baughn, 17- 
year-old Negro pianist at WOV. 
Clarence M. Menser, vice-presi- 


dent in charge of programs at 
NBC and master of ceremonies for 
the luncheon, made the presenta- 
tions. Judges for the club’s first 
talent contest were radio editors. 


Aldens Shows Sales Rise 


Aldens, Ine., Chicago mail | 


order company, has reported an 
increase in net sales for the first 
quarter of 1947 of $3,188,371, 21% 
more than the $14,966,856 total 
shown for the same period in 
1946. Profit before federal taxes 


during the period showed a 39% | 
drop compared with the same. 
period in 1946. Profit during last | 
year’s first quarter was $786,607 | 


compared with $480,921 for 1947’s 
first quarter. Robert W. Jackson, 
president, attributed the drop to 


sizable markdowns and_ higher! 


cost of operations. 
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pane flit? 
HARPER'SMAGAZINE 


gets them by 


she REPLYOLETTN 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


Kenneth Perry, vice-president and | 


general counsel of Johnson & 


Johnson, New Brunswick, N. J.,| 


will be the principal speaker at 
the afternoon session, on “State 
Trademark Legislation.” 

Other speakers scheduled for 
the meeting are Arthur R. Wen- 
dell, president of the Wheatena 
Corporation; F. Moeller, export 
manager of Lehn & Fink Prod- 


ucts Corporation, and Henry B. | 


King, secretary of the association. 


Mayer Joins McCann 


Robert E. Mayer, formerly an 
account executive with the Biow 


Company, New York, has joined) 
McCann-Erickson to handle the | 
Revlon Products Corporation ac-| 


count. 


*The active, progressive, 
younger half of Cincin- 
nati—the half that is in 


the 


the acquiring age 


Post is built for people 
like that! 


incinnati 
Post 


REACHES 57x OF CINCINNATI 


' REACH THE ) 


STANDARD RATE 


WEW YORK - 


basic facts you need for 
planning space schedules 


The new SRDS PRODUCT-ADVERTISING GUIDE will give 
you in one compact source a breakdown of the essential in- 
formation you need in picking the right magazines for 
advertising any specific consumer products. 


Have you ever built a magazine list without wonder- 
ing if you’ve missed a good bet—some magazine that 
should be on the schedule —one that the client is sure to 
bring up? The PRODUCT-ADVERTISING GUIDE will cure 
that qualm—help you check your choices from the first 
to the final steps in selecting magazines that will give you 
maximum prospects-per-dollar. 

° 

The new SRDS PRODUCT-ADVERTISING GUIDE 1s the 
outcome of an extensive survey conducted for us by the 
James O. Peck Company. This survey clearly defined 
the immense importance media selection assumes today 
as a tool of effective advertising. It described the metic- 
ulous care required to find the magazines that reach the 
maximum number of prospects-per-dollar for the prod- 
uct advertised. Here are some thoughts expressed by 
Media Buyers who cooperated in that survey, which 
help to illuminate the complexity of their problem: 


“T need anything that will give me a clue to the kind of people 
who read the magazine. It’s up to the agency man to decide 
from such information which publications have the most read- 
ers among the prospective buyers of his client’s product.”— 
MEDIA DIRECTOR 


“There are so many factors which enter into the selection of a 
list of magazines (and a different combination of these factors 
has to be considered with relation to each product advertised) 
that I could write a book on the subject.”—MEDIA DIRECTOR 


“T keep a permanent file of information on media, but how can 
I tell whether I’ve got the latest figures or not? It’s embarrass- 
ing, to say the least, to use outdated information.”—ASsT 
MEDIA DIRECTOR 


“We want to know how many people we can reach of the kind 
we want to reach and the cost that’s going to be involved in 
reaching these folks.’—ACCOUNT EXECUTIVE 


CONSUMER MAGAZINE SECTION 


The National Abuthority 


WALTER E. BOTTHOF, Publisher 
333 NORTH MICHIGAN AVE. - CHICAGO | 
SAW FRANCISCO 


LOS ANGELES - 


Ao J 


.-.@ fast check list of the 7" 


& DATA SERVICE 


Each major product division of tix 
Product-Advertising 
Guide has these 
four parts. 


8 EEE ern 
v | : 
a 


t 


Sr 


4 Here’s how it’s set up 


The SRDS PRODUCT-ADVERTISING GUIDE will cover the 
following major product divisions, into which fall all 
products normally advertised in consumer magazines: 
1. Foods & Beverages 7. Building Materials & 
2. Clothing & Accessories Construction 
3. House Furnishings 8. Sporting Goods ; 
4. Toiletries, Drugs, Entertainment 
Smoking Materials 9. Travel & : 
5. Household Appliances Accommodations 
& Supplies 
6. Automobile; Aviation 


10. Services 
11. Miscellaneous 


ach major product division has four useful features 


A chart to relate the individual products in each divi 
sion with the magazines suitable for advertising them. 
This chart will group the magazines according to classi- 
fication, and tie them in with other information you need 
in evaluating each magazine in terms of your product's 
market—such information as age, sex, and income of 
readers; and analyses of editorial or interest appeals. 


A listing of product surveys, studies, and other informa- 
tive material describing the values of individual magazines 
as media for the advertising of the products om the chart 


A listing of distribution papers servicing retailers and 
wholesalers of the products covered by the chart. 


Advertisements of publishers offering additional in- 

formation on how their magazines can help sell one or 
more of the products listed on the chart. 
The PRODUCT-ADVERTISING GUIDE will organize in one 
convenient place a wealth of information you usually 
have to seek in several places. It will help you make sure 
of considering all the magazines that are possibilities for 
the product you're advertising. You will find it « great 
time-saver. 

Watch for announcement of 
the Guide’s first appearance as SANDAND HATE & DATA SERVICE 
a regular feature of the SRDS Seat Aaetlp 
Consumer Magazine Section 
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breadth of the table is just an illusion. believe 
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SO But there’s no illusion about the breadth of 


coverage advertisers get in The Chicago TIMES. You 
The TIMES, with the highest concentration of city 
Abou 
about © 
and suburban circulation of any Chicago news- art 
Wes st 


paper, goes home each evening to approxi- 


mately a half-million representative Chicago families. 


You can reach this broad, responsive readership 


We 

through The TIMES at one of the nation’s lowest Wes 1 
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22 ITE RE EES 


OF THE WEEK . . . THE PAY-OFF 


mimes 


.. AND SIX MONTHS AGO HE 4. 


P sy j THOUGHT HE WAS TOO OLD FOR FUN 


... THATS MY HEMO BOY / 


Youd be surprised what HEMO might do for you / 


| ‘ ea => JOST ONE GLASS of Heme gives you: 


Bordens Hemo 


Dowd yoo 


a miners 


It is just possible that the man de- 
picted in the main illustration of this 
Hemo ad does exist outside of a John 
Steinbeck novel and could be induced to 
believe that after six months of Hemo 
(and perhaps a refresher course at Ar- 
thur Murray’s) he could, despite his 
graying hair, lead a conga _ line—or 
might even want to. 


You Ought toKuow . 


About the nicest thing you can say 
about Wes Nunn is that he’s exactly the 
kind of fellow he seems to be. Which is 
more than a modest compliment, because 
Wes stands a good six feet, tips the scale 
at well over 200 (or 
we'll be losing our 
weight - guessing 
badge), has one of 
those round, good-na- 
tured faces, an infec- 
tious grinand acouple 
of “sparkling eyes 
which indicate a love 
of life and mankind, 
combined with no 
mean mental ability. 

Currently — that is, 
since July, 1936 — 
Wes Nunn is advertising manager of 
Standard Oil Company of Indiana, a 
‘noroughly knowledgeable advertising 

an who knows his advertising and his 

‘troleum business, and the administra- 

r of one of the country’s largest and 

ost complex advertising and sales pro- 

otion operations. But, even though his 
jility as a petroleum marketer is not to 

e gainsaid, it somehow seems more typ- 

al of Wes that he is also currently fin- 

hing out a year as president of the 

hicago Federated Advertising Club, a 

b into which he had been drafted and 

hich he has attacked with character- 

tic vigor and good humor. 

For Wesley I. Nunn, a Virginian by 

irth and a native son of Oklahoma by 
irtue of having taken up residence in 

hawnee two months before the Okla- 
oma Territory and the Indian Territory 


Wes Nunn 


ood | eareng of cepeed gee dees. sambunet 


It is difficult to imagine, however, that 
Elsie—one of the smartest salesgirls in 
print—could bring herself to believe that 
a situation so obviously phoney as this 
could induce anybody to rush down to 
the corner grocery and demand a can 
(or jar) of Borden’s Hemo without de- 
lay. It’s probably just a cowslip in an 
otherwise close-to-perfect record. 


e oe Wesley I. Nunn 


were merged to form the state of Okla- 
homa, is the kind of visionary, stem- 
winding, good-natured, likeable guy who 
is at his best in organizational work— 
and who is too interested and too easy- 
going to say no to a new organizational 
challenge. As a result, he’s active in 
everything, in and out of the advertising 
and petroleum business, and likely to 
continue that way. 

Aside from the fact that Wes is better 
liked and probably has more personal 
friends than any one you can think of 
offhand, this genial adman has a couple 
of other interesting peculiarities. For 
one thing, he’s one of the few admen who 
have spent practically their entire busi- 
ness lives in the same business; for an- 
other, about half of Wes’ 28 years of 
business experience have been on the 
selling and sales management side. And 
to complete the catalog of peculiarities, 
Wes is one of the few people who went 
to college before they went to high 
school. 

It seems that in the brash Oklahoma 
of 1909 or thereabouts, students were ac- 
cepted into Oklahoma Agricultural and 
Mechanical College directly from grade 
school, as “sub-freshmen.” And Wes, 
encouraged by doting parents who noted 
his aptitude in math, entered A&M at 
the tender age of 14, direct from gram- 
mar school, with the intention of being 
a mechanical engineer. 

A year and a half later he decided, 
with rare foresight, that there wasn’t 
enough personal contact work involved 
in mechanical engineering, so he left the 
college, got high school credit for his 


college work, finished at a conventional 
high school, and ultimately enrolled at 
the University of Oklahoma. 

At Oklahoma U., Wes’ tendencies to 
be in on everything and work with 
everyone quickly became apparent. He 
was fooling around with football and 
acting as sports editor of the University 
Oklahoman when the mild bolt of light- 
ning struck which turned his interests to 
advertising. A fellow Kappa Sig was 
business manager of the paper, and when 
he required an operation which put him 
out of circulation for some time, he sug- 
gested to Wes an arrangement whereby 
Wes would temporarily take over his 
duties and his stipend, without his title. 

Wes took over in December, and 
started selling advertising for the Jan- 
uary issues. Not realizing that January 
business was supposed to be bad, Wes 
promptly lined up a record volume of 
advertising, and his life work became ob- 
vious. In the fall of 1916, he and the 
editor decided to make the student paper 
a daily, which they did, giving Oklahoma 
the distinction of being the smallest uni- 
versity in the country to have a daily 
student paper. 

By the time Wes left the campus in 
May, 1917, to enter officers’ training 
camp, he had served on editorial or busi- 
ness staffs of all three campus publica- 
tions, been president of his class, and 
otherwise made various campus marks. 

In the Army, he was commissioned a 
second lieutenant, and later became a 
World War I rarity—a “flying doughboy,” 
commissioned a pilot while officially at- 
tached to the infantry. 

His first postwar job was with South- 
western Advertising Company, Oklahoma 
City (which later became Tracy, Locke, 
Dawson), where he spent three years, 
most of the time on the selling side. Then 
came seven years with Marland Refining 
Company, Ponca City, in various capaci- 
ties: advertising manager, manager of re- 
tail marketing, manager of wholesale 
and export sales. 

Wes left Marland to operate an auto- 
mobile agency in Ponca City for a year 
and a half, and then returned to Mar- 
land’s successor, Continental Oil Com- 
pany, as advertising manager, where he 
spent six years and played a large part 
in setting up Conoco’s famed touring 
service before leaving his near-native 
heath for the advertising manager’s desk 
at Standard of Indiana. 

During World War II, Wes Nunn’s 
piloting was of a different variety, but 
more widespread than in the first Epic 
Struggle. .He headed every conservation 


advertising drive of the petroleum in- 
dustry in “district 2,” which embraces 
Chicago and_ surrounding states; he 
mapped out the scrap rubber drive of 
the industry and headed it in his district, 
and is justly proud of the fact that, of 
a total of 450,000 tons of scrap rubber 
collected, 200,000 tons came from the 15 
states in his district, and 51,000 tons of 
that was collected by his own company. 
Whenever, during the war, petroleum 
and advertising or promotion joined 
hands in the war effort in “district 2,” 
Wes was either chairman of the com- 
mittee, or one of the working members. 

With the war over, Wes had nothing 
much to do, so he took to serving as 
vice-president of the Evanston Golf Club; 
to needling the Association of National 
Advertisers to hold more frequent meet- 
ings in the Midwest (with the character- 
istic result that the recent ANA meeting 
in Chicago pulled a record-brealemg at- 
tendance); to serving as coordinator for 
the new “stop accidents” campaign de- 
veloped by the Advertising Council and 
the National Safety Council; to serving 
the local adclub as president, and to be- 
coming a director of the Off-the-Street 
Club, pet Chicago advertising charity. 

Wes and Mrs. Nunn have one child— 
a son who got his degree at Northwest- 
ern, served three Years in the Navy, and 
now is taking postgraduate work at the 
University of Iowa. When he isn’t organ- 
izing or running something, Wes plays at 
golf, or just “drives around,” keeping a 
weather eye open for Standard Oil sta- 
tions. 

Unlike Fred Allen, Wes Nunn has a 
penchant for ending programs on time 
which has doubly endeared him to local 
adclubbers. During his CFAC presi- 
dential term, only one program has failed 
to end at or before the scheduled closing 
time; the one failure was a debate on 
the possibility of pre-evaluating adver- 
tising, a rough-and-tumble bout between 
Will (“27 points’) Townsend and Clyde 
Bedell, adman and author, which ran a 
little over two minutes behind schedule. 
Wes didn’t explain this lapse from sched- 
ule, but we suspect it was due to his 
silent reminiscing about the vicissitudes 
of fate: Clyde Bedell was a fellow staff 
member of that Oklahoma City agency 
more than a quarter century ago; and 
Wes heard Will Townsend speak for the 
first time in the early ’20s when Will, 
then still in the gas pump business, came 
down to Ponca City to try to save an 
order for two carloads of pumps which 
Wes’ company had canceled. Townsend 
did it, too. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


GETTING MORE INQUIRIES BY ELIMINATING THE ‘FEAR’ THAT A SALES- 
MAN WILL CALL 


The thought that a salesman might 
call in response to an advertisement has 
made thousands of prospects hesitate. 

Perhaps a high-pressure salesman has 
sold them a bill of goods or they have 
had an unfortunate experience with 
salesmen. Whatever the reason, most 
people don’t want salesmen to follow up 
advertising inquiries. 

To eliminate this “fear,” a number of 
advertisers selling exclusively by mail 
frankly state in their advertisements that 
“no salesman will call.” This phrase has 
stepped up results for many advertisers. 
It works best when inserted in the cou- 
pon, for that is where the prospect signs 
his name and address. It is your pledge 
not to violate your promise of “no sales- 
man will call.” 

This simple device is another way to 
increase the pull of your advertisement 
if your prospects suspect you have a 


“ 1 for FRE? be now 
Find Out What NRI Con Do for You 
Coupon fe aniple . aed FREE 64-pege book 


the de « y « men 1 trained 


ce how quickly. easily y t a” ‘He obligation! 
Just MAIL COUPON NOW envelope ¢ ste on penr pee 
J. E. SMITH, President, Dept. 7DC, National Radio 
institute, Ploneer Home Stu 


Radio School, Washington 9, D. C. 
Sample lesson F 
64 Page Book 4 E E 


Mr. 3. E. SMITH, President, Dept. 70C 
National Radio Institute 
Washington 9, D. C 
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sales force whereas you do strictly a 
mail order business. 
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Market Research 
Key to Pricing, 
Conference Told 


SEATTLE — Market 


research 


managing director of National | J 
Analysts, Inc., Philadelphia, told | states where it sells. 
delegates to the 1947 Pacific| $e 
Northwest marketing conference. | V@Ttising, he said, some companies 


Advertising Age, May 12, 1947 Advert 
, Thompson Company, Seattle, re-| local dealer advertising and pro- | had used, M. L. Applegate, of the |Bothwell, Inc., Pittsburgh, Dean 
ported on how national advertis-| motion which referred to “that|Hearst Advertising Service and| handle advertising for Trimit, 
/ing had been used to establish a| nationally known” product. | president of the Pacific Northwest | new hedge-clipper. Initial adve Arth 
national reputation for a manu-| George Gunn Jr., president of | Newspaper Advertising Execu-| tising will appear in general co. - ren 
facturer distributing in only one| Kirsten Pipe Company, Seattle,| tives Association, prescribed the | oo ce. and home workshop mag ne | 
region. Hardeman Hat Company,| reporting on national distribution rule: “Make an advertising agency | Sees ens Duamses papers. the age 
is | Seattle, distributing in the West,| built for the Kirsten pipe, de-|the first item on your budget. . lent al 
the key to permanent lowering of | used national magazine advertis-|clared: “The primary things you | Select a good agency, accept the Goodman Appointed yperati 
prices, Dr. Albert B. Blankenship, | 28 to enhance its reputation with | need for national marketing are a|agency’s advice and go after new|, Vincent Goodman, who h years. 
;|dealers and consumers in the | good product, a sound policy and | business.” pe Rien * + Reedy ll scm ; 
cas tai or te a Pe tg program, including ie 3 oe Dubuque, Ia., has been appoint: < McKe 
© national ad- | advertising. Trimit to Bothwell manager of the newspaper’s ci \ Paul 
aha , es| Discussing successful market-| Woodland Products Company,|circulation department in D< motion 
“Today distribution of most | @istributing only regionally built |ing methods small manufacturers | Pittsburgh, has appointed W. Earl | Moines. Compa 


| 
products costs as much as produc- | 


tion,” he said. ‘Unless business | 
and industry can do something 
about cutting prices, we are faced | 
with a recession, or worse, a real | 
depression. The answer lies in 
lower prices. Market research— 
or market metrics, as I prefer to 
call it because it really is meas- 
uring markets—can be used to cut 
distribution costs and to show how 
to get a dollar’s worth of dis- 
tribution out of each dollar spent 
on distribution.” 

At another of the two-day ses- 
sions, Floyd Flint of J. Walter 


| 
... about Long Beach, Cali- | 
fornia, of course! 


1. Population has increased 47 % - 
1940-1946, 
2. Approximately 3000 retail trade 


outlets existed in 1940. In 
1946, 6770 retail sales and 
service licenses were issued! 


3. Business continues good, De- 
spite unstable economic condi- The 
tions elsewhere, Bank Debits 
hove increased $5,344,630.95 
in the first quarter of 1947, 
over the same period last year. 


The Market Continues to 
Grow and We're Growing 
With It! 


Bes ee Bess 
Represented Nationally by WILLIAMS 
LAWRENCE and CRESMER CO 
Member: Metro Pacific Comics. Pacific 
Parade. Nancy Sesser Groups. 
os 
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tain S$ Largest 


SUNDAY TIMES ° 


Best-Informed Sunday Newspaper 


DAILY GRAPHIC ° 


i National Newspapers with Features for all the Family 


HEAD OFFICE: 


‘ Sell to Britain| ¢ 
KEMSLEY 


HE net paid circulation of the nation-wide group M 
| 2 of Kemsley Newspapers in Britain exceeds the th 
| 3 huge total of 9,250,000 copies per issue—a_ total at 
| unapproached by any other group of British newspapers. A 

The Kemsley newspapers effectively cover all classes ‘i 

a oils | —— over Great Britain. tk 


ae 
, 
f 


The chief “newspapers . 


SUNDAY CHRONICLE | « 


The Sunday Fourna/ of the Middle Classes 


SUNDAY GRAPHIC 


KEMSLEY HOUSE, LONDON, ENGLAND h 
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Ly ing electrodes, commercial chain - . |record as expressing disapproval|of the group. “It is strictly 
vad Degen: Seta Saver Hanne poe’ eget ye ts ine witt Diaper Services 'of Ford’s fre see cackie sania against the edict of baby clinics, 
oi anh aaa akins sonmkion “rd is headquarters in Pitts- Threaten Ford a naked baby whose smoothness | hospitals and leading pediatricians 
nag ff Knight & Gilbert, Inc., Provi- : is compared to the 1947 Ford.| to allow infants to crawl around 

ience, has become sole owner of Unless the motor company with-|in this primitive way. A baby’s 
the agency and has become presi- Upson Company Elects on Naked Baby draws the poster from circula-|skin is a highly sensitive organ 

lent and treasurer. He has been | Charles A. Upson, president, New YorK—The Ford Motor! tion this month, the institute’s| that simply invites infection. 
h operating the agency in recent! has been elected chairman of the|Company is under threat of na-|member laundries plan to follow | Babies who crawl around without 
Toin baie 58 be “'e pi a ee tionwide picketing within a month|the action of Detroit’s Dydee| their diapers are breaking all the 
a eenenss : % We. 4 . Harrison! 4,;. +; — : as laner service i * beats ‘ _ 4 ; 3 ’ 
cy in M K N H d |Upson, executive vice-president this time from a non-union) Wash diaper service in picketing} rules, and Ford Motor Company 
dinted cnray ames yae land treasurer. has been élected | Wuart. the poster. |should not encourage any such 

S Cly Paul Hyde has been named pro- | president. Henry W. Schmidt, The National Institute of Diaper| “A baby without its diaper is ROrrsame exampeer 

Des motion manager of the McKay secretary, has been appointed | Services, in special executive | completely untypical of America,” (Chillicothe, O., took a_ less 


Company, manufacturer of weld-! secretary-treasurer. 


committee meeting, has gone on 


i\storms George Garland, secretary 


serious view of the poster and a 


clever tie-in by Marsh Diaper 
Service provided plenty of fun. 
See letter in “Voice of the Ad- 
vertiser,”’ Page 66.) 


Lowry Becomes Partner 


Stewart M. Lowry, formerly di- 
rector of industrial relations and 
industrial engineering of Procter 
& Gamble Company, has been 
elected to partnership in Booz, 
Allen & Hamilton, management 
consultant with offices in New 
York, Chicago and Los Angeles. 
Mr. Lowry will operate from New 
York. 


through the 
NEWSPAPERS 


Moreover, it is the persistent policy of each one of 
these newspapers to support the cause of free enterprise 
thus the 


advertisers 


international trade. 
the 
British market through 


and speed flow of 


American will readily appreciate 


advantages of entering the 
the 


| THESE MATCHES* 
TELL ONLY PART 
OF THE STORY 


(*One million a month 
are being distributed 


Kemsley newspapers. 


in North Jersey) 


The fact is... 


WAAT DELIVERS 


MORE LISTENERS 


in the Kemsley group are:- PER DOLLAR IN 


SUNDAY EMPIRE NEWS : DAILY DISPATCH 


The Popular National Sunday Newspaper Most Influential m the Industrial North 


DAILY RECORD »- SUNDAY MAIL 


Scotland’s Natwonal Morning and Sunday Newspapers 


NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 


NEW YORK OFFICE: 235 EAST 45th STREET (11th Floor) NEW YORK, N.Y. ...INCLUDING ALL 


90,000 WATTERS. 


New Jersey's 1* Station 


yt T 
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DIAL 


NEWARK-NEW JERSEY 
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Summer Radio 
Programs Turn 
fo Music, Drama 


day morning program. 

In the mystery department, in 
addition to Pepsodent’s “Adven- 
tures of Philip Marlowe,’ NBC 
will offer “Rogue’s Gallery,” with 
Barry Sullivan, as a replacement 
for the Fitch Bandwagon (F. W. 
Fitch Company) and “Ellery 
Queen” for Bob Burns (Whitehall 
Pharmacal Company). 


Sponsor 
Electric Auto-Lite Co. 
Rexall Drug Co. 
International Silver Co. 


Electric Companies 
Advertising Program 
Borden Company 


11 NBC Advertisers _ 
Sign Fill-ins; CBS 
Shoulders Time 


New YorK—Radio audiences 
can expect more dramatic and 
musical entertainment and less 
comedy during the summer 
months, while most of the high- 
budget, big-name shows take their 
customary breather. 

A survey of vacation replace- 
ments for the four major net-| 
works reveals a wide variety of 
programs already set for much 
of the choice airwaves time. Near- 
est to completion are summer | 
plans at NBC, where 11 adver- 
tisers already have selected fill-in 
talent to keep the fires warm for 
such favorites as Bob Hope, Jack | 
Benny, Fibber McGee and Molly | 
and Fred Allen. CBS has several | 
hiatus spots for which the net- | 
work must foot the bill, but the | 
number this year is no higher | 
than those in past seasons. 

At Mutual and ABC, where the 
big money stars are less numerous | 
and temporary help. therefore | 
much less of a problem, things 
will go on about as usual. ABC’s 
Henry Morgan, winner of the Pea- | 
body award for outstanding en-| 
tertainment in drama and the) 
year’s comedy find, will take a} 
rest starting July 23, but will be | 
back at the corner in front of the | 
cigar store for Eversharp come | 
late September. In the interim | 
Boris Karloff in a mystery drama, 
entitled “Lights Out,” will be ex- 
pected to keep up the sale of 
razors. 


Kate Smith Continues 


Unlike most of her fellow vet- 
eran radio performers, Kate Smith 
will continue working this sum- 


mer—at least during the day— | 


but from a different microphone. 
“Kate Smith Speaks’’—the song- 
stress’ midday across - the - board 
chats about this and that—will 
move to Mutual from CBS on June 
23. Miss Smith, however, will no 
longer speak for General Foods 
nor will she sing for them on the 
CBS Sunday night program for 
which the sponsor has retained 


the time while dropping the tal-| 


ent. The network will beam her 


daytime show on a cooperative | giving Dick Haymes (Thursday 9|ron’s National 
local basis and has already signed | p.m., 


up approximately 175 sponsors. 
Only one announcement of a 
major cancelation has been made 
by NBC to date. Bristol-Myers 
Company is discontinuing the 
Alan Young show, effective June 
13, and has relinquished the Fri- 


day 8:30 to 9 p.m. spot. This one | 


comes off the list 
Rubicam. 

The Pepsodent division of Lever 
Bros. Company has decided to 
substitute Van Heflin-style mys- 
tery for Bob Hope-brand comedy, 
starting June 17. Foote, Cone & 
Belding handles this Tuesday 
night NBC show. 

Music predominates in the NBC 
summer schedule to date, with 
Frances Langford booked to re- 
place Burns and Allen, and Fred 
Warings’ Pennsylvanians to sit in 
for Fibber McGee and Molly. Miss 


of Young & 


Langford’s 13-week show (8:30 
p.m., EDT) will be called “Iced 
Coffee Time,” for Maxwell House 
coffee, and will feature Carmen 
Dragon, conductor-arranger. 
Waring Adds Program 
Fred Waring’s Tuesday night 
stint for S. C. Johnson & Son, 
through Needham, Louis & 
Brorby, will be in addition to 


his regular Monday through Fri- 


Comedian Jack Paar, identified 
by NBC as a former USO enter- 
tainer, will relieve Jack Benny 
of his efforts in behalf of the 
American Tobacco Company on 
June 1. But the man with the 
violin will be back in the fall. 

Other NBC summer replace- 
ments include: “Music Time” 
with Georgia Gibbs, for Eddie 
Cantor on Pabst Sales Company 
time through Warwick & Legler; 
Tex Beneke and Frankie Carle for 


|Jo Stafford and Perry Como on 


the *‘Supper Club” for Liggett & 
Myers Tobacco Company through 
Newell-Emmett Company; Sig- 
mund Romberg for Red Skelton 
on Brown & Williamson Tobacco 
Corporation time through Russel 
M. Seeds Company; Alec Temple- 
ton for Charlie McCarthy on 
Standards Brands’ time through 
J. Walter Thompson Company. 


Three Take Hiatus 


Standard Brands’ Fred Allen, 
General Foods’ “Aldrich Family” 
and Lever Brothers’: “Amos ’n’ 
Andy” will be back in their 
usual niches next fall, but all 
three sponsors are taking a hiatus 
during the warm months. 

One of the few agency shifts 
to come to light so far this spring 


is that of the Borden Company, | 


which is replacing the Ginny 
Simms show, sold through Young 
& Rubicam, with “Arthur’s Place,” 
placed by Kenyon & Eckhardt. 
During the summer months Ar- 
thur Moore, best known as pro- 
ducer-writer-director of ‘County 
Fair,” will be spotlighted at 9 
p.m., EDT, over CBS. Borden’s 
has made no definite commit- 
ments as to fall plans. 

Arthur Godfrey’s “Talent 
Scouts,” through Young & Rubi- 
cam for Thomas J. Lipton, Inc., 
takes over for “Vox Pop” on 
July 22. Woody Herman and his 
boys will give Phil Spitalny and 
his girls a rest from their radio 
duties starting at 4:30 p.m., EDT, 
July 4. Electric Companies Ad- 
vertising Program will continue 
to sponsor the half hour of music 
—though a somewhat different 
type of music—through N. W. 
Ayer & Son. All are CBS shows. 


Haymes Vacations 
Electric Auto-Lite Company is 


EDT) a vacation starting 


| June 12, but will continue to buy 


the time for “Lawyer Tucker.” 
Jimmy Durante and Garry Moore, 
who next year reportedly will be 
competitors rather than colleagues, 
go off the air for Rexall Drug 
Company early in June, to be re- 
placed by the Rexall Summer 
Theater. 

No replacements have been an- 
nounced for Procter & Gamble’s 
“FBI in Peace and War,’ Lever 
Brothers’ Joan Davis, General 
Foods Sales Company’s ‘Baby 
Snooks,” Lever Brothers’ “Lux 
Radio Theater” and Lady Esther’s 
“Screen Guild Players,” all to re- 
turn to CBS in the fall. 

The Musical Digest’s “Sunday 
Evening Hour” (Kenyon & Eck- 
hardt) will be broadcast as usual 


at 9 p.m., EDT, over ABC during | 
Detroit | 


with the 
Orchestra providing 
But Dr. Karl Krueger, 


the summer, 
Symphony 
the music. 


conductor, will take a vacation 
while Walter Poole handles the | 
baton. 

Two American nighttime shows 
are on the spring cancelation 
lists. “Pot O’ Gold” was dropped 


by Lewis-Howe Company. Hast- 
ings Mfg. Company is discontinu- 
ing “I Deal in Crime” 


24, but the thriller will be kept 


| 
Maxwell House Coffee 


F. W. Fitch Co. 


Lady Esther 

Procter & Gamble 
Lever Bros. Co. 
Thomas J. Lipton, Inc. Vox Pop 
General Foods Sales Co. 
General Foods Sales Co. 
Lever Bros. Co. 


Thin Man 


Hour of Charm 

Ginny Simms 

Sereen Guild Players 
FBI in Peace and War 
Joan Davis 


Baby Snooks 
Lux Radio Theater 


Replacement 
Lawyer Tucker 
Summer Theater 


Silver Theater 


Woody Herman 

Arthur’s Place 

Hiatus 

Hiatus 

Hiatus 

Arthur Godfrey's 
Talent Scouts 

Hiatus 

Hiatus 

Hiatus 
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1947 Summer Replacements on Four Major Networks 
COLUMBIA BROADCASTING SYSTEM 


Program 
Dick Haymes 
Durante-Moore 
Adventures of 
Ozzie and Harriett 


Date Ageney 

June 12 Ruthrauff & Ryan 
July 4 N. W. Ayer & Son 
June 8 Young & Rubicam 
July 4 N. W. Ayer & Son 
June 20 Kenyon & Eckhardt 
July 7 Biow Co. 

July 3 Biow Co. 

July 7 Young & Rubicam 
July 22 Young & Rubicam 
June 6 Young & Rubicam 
June 6 Young & Rubicam 
June J. Walter Thompson Co. 


NATIONAL BROADCASTING COMPANY 


8. C. Johnson & Son 
Molly 


Pabst Sales Co. 

American Tobacco Co. 

Liggett & Myers 
Tobacco Co. 


Burns and Allen 
Fibber McGee and 


Frances Langford 
Fred Waring 


Fitch Bandwagon 
Alice Faye-Phil Harris 
Eddie Cantor 
Jack Benny 
Supper Club 

Jo Stafford 


Rogue’s Gallery 
Music Time 
Jack Paar Show 
Tex Beneke 
Frankie Carle 


Perry Como 


Pepsodent Div., 
Lever Bros. Co. 
Brown & Williamson 

Tobacco Corp. 
Standard Brands 
Standard Brands 
“Bristol-Myers Co. 
General Foods Corp. 
Bristol-Myers Co. 

Lever Bros. Co. 
Whitehall Pharmacal Co. 


after May | 


AMERICAN BROADCASTING COMPANY 


Henry Morgan 
Danger Dr. Danfield 
Sunday Evening Hour 


Eversharp 
Knox Co. 
Musical Digest 


| Helbros Watch Co. 


Conti Products Corp. 

Delaware, Lackawanna 
& Western Coal Co. & 
Carey Salt Company 

| General Foods 

| Petri Wine Company 


Bob Hope 


Red Skelton 
Charlie McCarthy 
Fred Allen 

Alan Young 
Aldrich Family 
Duffy’s Tavern 
Amos ’n’ Andy 
Bob Burns 


Treasure Hour of Song 


Adventures of 
Philip Marlowe 


Sigmund Romberg 
Alec Templeton 
Hiatus 

Time relinquished 
Hiatus 

Tex and Jinx McCrary 
Hiatus 

Ellery Queen 


Lights Out 

Deadline Mystery 

Spring Festival 
of Music 


The Abbotts 
Hiatus 
Hiatus 


The Shadow 

Juvenile Jury 

Case Book of 
Gregory Hood 


Hiatus 
Hiatus 


MUTUAL BROADCASTING COMPANY 


Quick As a Flash 


June 5 Benton & Bowles 
June 24 Needham, Louis & 
Brorby 
June 8 L. W. Ramsey Co. 
June 26 Warwick & Legler 
June 1 Foote, Cone & Belding 
June 9 Newell-Emmet Co. 
June 17 Foote, Cone & 
Belding 
June 10 Russel M. Seeds Co. 
J. Walter Thompson Co. 
J. Walter Thompson Co. 
June 13 Young & Rubicam 
July 3 Young & Rubicam 
July 2 Young & Rubicam 
June 3 Ruthrauff & Ryan 
June 1 Dancer-Fitzgerald- 
Sample 
July 23 Biow Co. 
April 20 Robert B. Raisbeck Co. 
May 4 Kenyon & Eckhardt 
William H. 
June 1 Weintraub Co. 
Bermingham, 
Castleman & Pierce 
June 8S Ruthrauff & Ryan 
Gordon Best Co, 
June 8 Benton & Bowles 
May 7 Young & Rubicam 


|on a sustaining basis. 

Most of Mutual’s top shows— 
‘such as Ronson Art Metal’s 
“Twenty Questions” and Philco’s 
“Burl Ives’—will carry on with- 
out interruption. Both “The 
| Shadow” and “The Juvenile Jury” 
| will go off the air for the sum- 
mer early in June to return after 
'a brief vacation. The former is 
/sponsored jointly by the Dela- 
ware, Lackawanna & Western 
Coal Company, through Ruthrauff 
& Ryan, and the Carey Salt Com- 
|pany, through Gordon Best Com- 
jpany. Helbros Watch Company’s 
“Quick As a Flash” will be re- 
placed by “‘The Abbots,” a detec- 
tive team, starting June 1. 


| 
‘Bernard Kilgore Heads 


| Dow, Jones Journals 


Bernard Kilgore, previously a 
| vice-president of the company, 
has been elected president of Bar- 
ron’s Publishing 


Company (Bar- 


| Business and Fi- 


nancial Weekly), 


;succeeding the 
|late Kenneth C. ? x 
Hogate. The ¢ . 


‘company is an 
| affiliate of Dow, 
| Jones & Co., of 
| which Mr. Kil- 
| gore is president, 
as well as pub- 
lisher of the Wall 
Street Journal. 

Mr. Kilgore joined the com- 
;}pany immediately after gradua- 
{tion from De Pauw University, 
served as copy editor, Pacific 
Coast editor, financial columnist 
|}and head of the paper’s Washing- 
|ton bureau. He became a vice- 
president in 1943. 


Dotted Line Club Elects 
Lederle President 


Frank A. Lederle, Haire Pub- 
lishing Company, has been elected 
president of the Chicago Dotted 
Line Club of the Associated Busi- 
ness Papers. Others elected in- 
clude: C. R. Farmer, Oil & Gas 
Journal, first vice-president; Chas. 
E. Price, Keeney Publishing 
Company, second vice-president; 
and Emil G. Stanley, Traffic 
World, secretary-treasurer. 

The annual Chicago Dotted Line 
advertising agency party will be 
held on Friday, June 27, at the 
Elmhurst Country Club. 


B. Kilgore 


Costs Bother 
Direct Mailers, 


| 
| 


| provement cited as necessary was|the weeks preceding. The mes- 


Bernays Finds 


New YorK—‘Lower costs, both 
in production and postage,’ are 
the No. 1 factor in developing 
more effective direct mail, Ed- 


ward L. Bernays, public relations | wj}] 


told 
of 


counsel, 
luncheon 


the 
Mail 


28th annual 
Advertising 


trends; mailing lists; dealer rela- 


tions; employe and community re- 
lations; and coordination of direct 
advertising with other media. 


Anchor-Hocking Plugs 


‘New Lines on Radio Show 


|for beer and ale over 


Service Association of New York | 


last week in summarizing findings 
in a survey which he conducted 
among direct mail users. 

“Next,” he said, “many felt that 
greater accuracy and more care- 


ful selection of lists was neces-| yoted to specials 


(New York’s Post Office, | 
covering only the boroughs of | 


sary.” 


Manhattan and the Bronx, had 
43,000,000 pieces of mis-directed 
mail in 1946). “By lists, I don’t 
mean merely blocks of names 
taken out of indexes, directories 
and mass-produced books. 


particular market 
want to reach. 
“The third most common 


groups you 


im- 
improved mailing company serv- 


ices, as 
collating and inserting. . . 


for example automatic | 


| will 


Starting May 8 and for five 
weeks thereafter, Anchor-Hocking 
Glass Corporation, Lancaster, O., 
promote the new Anchor- 
one-way no-deposit bottle 
its radio 
show “Crime Photographer,” 
heard Thursdays, 9:30-10 p.m., 
EDT, on CBS. For the five-week 
period starting June 19, the new 
Sunburst line of crystal glassware 
be advertised. Subsequent 
monthly promotions will be de- 
in Fire King 
oven glass and tableware lines. 
William H. Weintraub & Co., New 
York, is the agency for the pro- 


glass 


| gram. 


Mail- | 
|ing lists represent the result of | 
/careful sociological studies of the | 


Esso to Plug Safety 


To combat traffic accidents dur- 
ing this year’s three long three-day 
weekend holidays—Memorial Day, 
Fourth of July, and Labor Day— 
the Standard Oil Company of 


|New Jersey, New York, will de- 


“Some organizations listed im-| 


proved letter content (fresh aP~ | paign will tie 


proaches, analysis of recipients, 
ete.), improved government serv- 
ice (lower postage, greater speed 
in handling), and—a few — me- 
chanical improvement, such as in 
addressing and fill-in.” 


DIRECT MAIL ASSOCIATION 
FORMS SPEAKERS BUREAU 

New YorK— The Direct Mail 
Advertising Association has cre- 
ated a speakers’ bureau, and al- 
ready enrolled more than 50 
speakers to appear before meet- 
ings of chambers of commerce, 
advertising clubs, and other local 
business groups throughout the 
country. 

There will be no charge for ap- 
pearances, but host organizations 
will be expected to defray any 
expense incurred. 

Among the subjects to be cov- 
ered are direct mail research and 
testing; planning and design; copy 


vote almost 2,000 radio spot mes- 
sages to highway safety during 


sages will be made on the “Esso 
Reporter” radio program broad- 
cast on 40 stations from Maine to 
Louisiana. Marschalk & Pratt is 
Esso’s radio agency. The cam- 
in with that of 
other advertisers, and is being 
endorsed by the National Safety 
Council and the Advertising Coun- 
cil. 


F&S&R Starts On-Job 


Training Program 


Mrs. Edith Krag, a member of 
the faculty of the Katharine Gibbs 
School, has joined Fuller & Smith 
& Ross, New York, to supervise 
an on-the-job training program 
initiated by the agency. 

The program includes the train- 
ing of new workers and suggest- 
ing techniques to develop maxi- 
mum proficiency in all of the 
various office operations. 


Gray Resigns Republic 

Russell T. Gray, Inc., Chicago 
industrial agency, has resigned 
the account of Republic Drill & 
Tool Company, Chicago, effective 
March 31. 
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RHYTHM BLADE—In the first of a 

series of national advertisements, sched- 

uled for the June issue of Holiday, 

H. D. Campbell Co., Rochelle, Ill., fea- 

tures the Electro-Shav's moving blade. 

Kenneth B. Butler & Associates, Men- 
dota, is the agency. 


Ascap Names Treasurer; 
Reelects Other Officers 


Louis Bernstein has been named 
treasurer of Ascap by the board 
of directors. Other officers re- 
main the same, including Deems 
Taylor, president; Gustave Schir- 
mer and Oscar Hammerstein II, 
vice-presidents; George W. Meyer, 
secretary; Donald Gray, assistant 
secretary, and Ray Henderson, as- 
sistant treasurer. 

No one has yet been elected 
general manager to replace the 
late John G. Paine. 


Heads O-Cedar Sales 


Harry E. Olson, formerly a sales 
executive of S. C. Johnson & Son, 
Racine, Wis., has been appointed 
vice-president and general sales 
manager of O-Cedar Corporation, 
Chicago. 


Kimber Heads 
Association of 
Canadian Dailies 


Toronto—H. G. Kimber, gen- 
eral manager of the Toronto Globe 
& Mail, was elected president of 
the Canadian Daily Newspapers 
Association at its annual conven- 
tion here. H. L. Garner, Peter- 
borough Examiner, was elected 
first vice-president; A. F. Mercier, 
Quebec Soleil & L’Evenement- 
Journal, was elected second vice- 
president, and W. J. J. Butler, 
Globe & Mail, was elected treas- 
urer. 

The association named 35 di- 
rectors, and offered prizes to 
photographers in the CDNA news 


| picture contest. Three major prize 
winners were selected and 
monthly awards went to other 
newspaper photographers. 

Mr. Kimber, the new president, 
succeeds Phillip S. Fisher of Mon- 
treal. General manager of the 
CDNA is I. H. MacDonald, and 
Duncan MaclInnes is secretary. 


Acquire Stock Interest 


Fred Wilson and Charles La 
Motta have acquired a stock in- 
terest in the New York advertis- 
ing typography firm of A. T. Ed- 
wards, Inc., heretofore a closed 
corporation. Mr. Wilson will be 
in charge of sales and Mr. La 
Motta in charge of production, 
and both will become vice-presi- 
dents and directors. A. T. Ed- 
wards will continue as president 
and general manager. 


53 


McCarty Agency Moves 

The Pittsburgh office of The 
McCarty Company has moved to 
the 10th floor of the 600 Grant 
St. building. 


Jamestown Area 
Furniture Makers 


Plan Ad Campaign 


JAMESTOWN, N. Y.—A national 
advertising campaign directed at 
6,000 of the country’s leading fur- 
niture and department stores and 
to millions of American families 
was approved by the Jamestown 
area furniture manufacturers at 
a meeting here. 

The manufacturers plan to ad- 
vertise and use publicity in news- 


papers, national home magazines | 
and business papers. This will be | 


supplemented by regular mailings 
of advertising material to 4,000 
selected dealers and department 
stores. 

Keynoting the campaign will be 
a series of advertisements to ap- 
pear in two of the nation’s largest 
home magazines, as yet unnamed. 
Copy will suggest that families 
ask their dealers to show them 
Jamestown area furniture. 

The program was presented to 
the group by the advertising com- 


mittee headed by George Dudley, | 


Kling Factories, Mayville; Harry 
A. Bloomquist, Elite Furniture 
Company, and John C. Shearman, | 


Shearman Brothers Company, | | 


both of Jamestown. Griffith & | 
Rowland, Jamestown advertising 
agency, was appointed to handle | 
the program. 


Offers Buyers Guide 


The plastics division of Mon- | 
santo Chemical Company, Spring- | 


field, Mass., has launched a new 


buying service in the form of a) 


GO00-WILL | 
AMBASSADE 


sby Mai 


ing, scheduling, and mailing. 


| 


| 


Such mailings embrace 


vertising literature. 


AND JUDGING 


OTHER DONNELLEY SERVICES 


DEALER HELP MAILINGS 


In building up your dealer organiza- 
tion, Donnelley offers a highly suc- 
cessful method of compiling mailing 
lists of your dealers’ best prospects. 
Services include creative planning, 
printing, dealer imprinting, address- 


VOLUME MAILINGS 


Donnelley mailing lists cover the max- 
imum number of families that can be 
reached by mail in the United States. 
sampling, 
couponing, mail order or general ad- 


CONTEST PLANNING 


handling 


monthly publication, called “The | 
Plastics Merchandiser,” contain- 
ing information on new consumer 
applications for plastics. Prepared | 
in portfolio form, the “Merchan- | 
diser” contains loose-leaf sheets | 

featuring photographs of the prod-_| 
ucts with descriptions and names 
and addresses of their national | 
distributors. 


Joins Johnson’s Wax 


Wm. R. Gerler, formerly di- 
rector of public relations of In-| 
vestors Syndicate, Minneapolis, | 
has joined S. C. Johnson & Son, | 
Racine, as publicity manager for | 


Johnson’s wax. He will also edit| 


the company’s “Jonwax Journal,” 
“J-Man News” and “J-Man Re-| 
porter.” 


Unique in the business is the merchan- 
dising experience, flexibility in ser- 
vicing, executive judging, and financial 
responsibility which Donnelley offers 

. ample reasons why Donnelley has 
judged most of the major contests 
sponsored during the past ten years. 


MAILINGS 
ae ; us early. 

Through a combination of many in- 
dices, Donnelley has developed highly 
effective mailings to selective markets 
whose merchandising value has been 
proved by exhaustive tests and suc- 
cessful national campaigns. 


) 
SELECTIVE MARKET , 
) 
) 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


THE REUBEN UH. 


A good premium alone is not enough. 


detail. 


305 EAST 45th STREET 
NEW YORK 17, WN. Y. 


NONNELLEY 


Does your Premium Plan qualify? 


As much thought should go into the handling plan as into 
the selection of the premium itself. 


Donnelley believes that the good-will angle of any premium 
promotion is the key to its success. That is why we insist 
upon merchandising- minded supervision of every premium 


Long experience in handling millions of replies from contest, 
direct mail and mail order campaigns has made every 
Donnelley operator alert to recognize any premium request 
which deviates from the normal or merits special attention. 


Donnelley does not broker premiums, but if consulted early, 
can assist in the development or selection of them 


On your next premium promouon, why not consult with 


CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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Gen. Foods Sets | 
5th Sales Area 


New York—General Foods has | 


revamped its sales division, and | 
created a new sales district to| 
serve the Southwest. 

Instead of four districts, the 
company now has five, with the | 


southeastern and _ southwestern | 


districts carved from _ the old | SS 
Heads Zymenol Sales 
P. E. McGowan, who joined GF | 
in 1931 and has been district | 
since | 
1937, has been named southwest- | tor. 
|pany for 10 years. 


headquarters in New York, as do| paign is being launched for Zy- 


southern and central districts. 


manager in Jacksonville 
ern sales manager. He will have 


all regional heads. 


C. J. Dare, formerly Philadel- | 


phia district manager, has been 
named western sales manager, 


/ succeeding Richard Moulton, who 


now heads GF’s marketing re- 
search division. C. A. Kolb re- 
mains as eastern sales manager, 
and J. E. Zipf, who formerly 
headed the southern region, will 
be southeastern sales manager. 
George A. Black continues as cen- 
tral sales manédger. 


Otis E. Glidden & Co., Evanston, 
Ill., has appointed Roy Erickson 
general manager and sales direc- 
He has been with the com- 
A new cam- 


menol in 11 medical journals and 
by direct mail through George H. 
Hartman Company, Chicago. 


we have what it takes...type faces 


TIGR 


second to none...expert craftsmen... | 
typography efficiently produced for} 
the letterpress and offset processes. | 


Advertisements « Brochures « Catalogs « Publications 


| CRAWFORD COMPOSITION CO., Inc., 161 W. 


Harrison St., Chicago 5, Phone WEBster 7936 | 


Admen Seek Nominees 
for 1947 Ad Awards 


The Association of Canadian 
Advertisers is asking Canadian 
advertising executives and top 
management officials of business 
to submit nominations for the as- 
sociation’s 1947 awards. Nomina- 
tions must be accompanied by an 
|outline of qualifications showing 
|how the nominee advanced or 
bettered Canadian advertising. 
One gold medal and three silver 
medals will be presented to the 
nominees selected by the awards 
jury at the association’s 33rd an- 
nual convention to be held in To- 
ronto during the latter part of 
October. 

Nominations should be filed 
with Athol McQuarrie, secretary 
of the jury, Federal building, To- 
ronto. 


Sive Boosts Rosenfield 

Abe Rosenfield, public relations 
director of Leonard M. Sive & 
Associates, Cincinnati, has been 
elected vice-president. He will 
+direct the agency’s new labor re- 
lations department, and supervise 
editorial material and production 
of internal house organs. 


THE SILENT PARTNER 
OF 8,342* MEN WHO BUY 


DP errs 2 
rae Ses 
. ae 


sy 
a 


Mr. Dick Link, Horace Link & Co., Paris, Ill. 


To Mr. Link and 8,541 
that do 85.4% of the total industry volume ... REVIEW is more 


just a magazine ... it is a trusted and valued counsellor . . 


sents the collective thinking of all home goods retailers and industry 


leaders on problems of vital moment... . 


significant news. Because of this close personal relationship between 
REVIEW and its readers, it is naturally the most influential publication 


serving the industry. 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 
ASSOCIATION © 666 LAKE SHORE DRIVE ® CHICAGO 11 


other executives who run the furniture stores 
. it repre- 


it interprets trends, ideas and 


than 
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Me suggeit you lillen 


EVER TOLD” 


This is an unusual advertisement. It invites you to 


listen to the radio program of a competitor of ours. 


This program is broadcast every Sunday at 
6:30 P.M. (Eastern Standard Time) over the 
nation-wide facilities of the American Broadcast 
ing Company. It is called “The Greatest Story Ever 
Told” and is sponsored by The Goodyear Tire & 
Rubber Co. 


Perhaps you have heard it. It draws upon 
incidents in the Bible to refresh people's minds 


about the most radical doctrine ever preached 
Ut could not be broadcast in Russia. 


tt would disturb the Russian worker to know 
that man is not the cool of the state—to be 
enslaved and denied the fruits of his labor, to be 
disenfranchised, displaced, interned or liquidated 
by political whim, It would disillusion him to 
know that there is a government under which, by 
simply having faith in God and a decent respect 
for one another's rights, as members of His family, 
he can live more happily than by giving in to 
despair of Him and hate for one another. 


The Greatest Story Ever Told” has all the 


impact of news—radical news for a world beset 


by the suspicion and hate which Communism 
spreads and feeds on. 


Ic reminds us that without faith men have no 
moral yardstick by which to judge the motives of 
their leaders. The most powerful man of the hour 
is God, accountable to no one, not even his own 


conscrence. 


This we have seen happen in the totalitarian states 
of our oun times—ever since World War I, whew 
the unmoral leaders of materialistic Germauy used 


Lenin to spread the caucer of atheistic Communism 


through Rusia as a germ weapo 


is 
same insidiows weapon is being beamed toward ws. 


At the core of this evil is an unmoral, Godless 
ambition which is the competitor of the American 
social ideal —as the criminal, without morals, 


is the competitor of the honest man. 


This is the iron rule of Communism which a 
handful of vengeful people would substitute for 
the Golden Rule among us. 


Listening to a radio program may seem a small 
weapon against so grave a danger. But unless the 
great majority of us deem it worthwhile 10 renew 
our faith in the Source of our power and blessings, 
we may not find the strength to preserve them 


ee em 


o> LTR 


“THE GREATEST STORY 


| Flexnit 
| manufacturer of Flexnit youth)! 


THE GENERAL TIRE & KUBBER COMPANY Akron, Ohio 


ATTACKS COMMUNISM—General Tire & Rubber Co., Akron, assailed Com- 

munism in this unusual page ad last Sunday in newspapers of major cities from 

coast to coast—urging the public to listen to the ABC Sunday evening Bible 

story program sponsored by a competitor, Goodyear. D'Arcy Advertising Co., 
Cleveland, handles the account. 


ams Nam xni keeping, Ladies’ Home Journal, 
Ad N os Fle t | kee New Yorker and Woman’s 


Mort Adams, formerly vice-| Home Companion are on _ the 
president in charge of station re-| schedule. Frequent small space 
lations for the Keystone Broad-| black - and - white advertisements 
casting Company, has joined the| in magazines and newspapers will 
Company, New York,|be used on a continuing basis to 
foundations and Utilastic packaged 
elastic braid, as director of ad- 
vertising and sales promotion. 


| promote these and C&B sauces. 


Breaks Accessory Drive 


Firestone Tire & Rubber Com- 


Crosse & Blackwell pany, Akron, launched its 1947 
|aircraft accessory sales program 


Expands Advertising | with a meeting in Omaha of air- 


Crosse & Blackwell Company, | port owners and operators within 
Baltimore, through VanSant, Dug-|a radius of 325 miles. The day- 
dale & Co., Baltimore, will use| long session, conducted by Clyde 
four-color half pages in women’s! Gischel, manager of Firestone’s 
service magazines plus a broad | aircraft tires and accessory sales 
newspaper list to announce that} division, stressed the importance 
C&B date and nut bread, marma-| of modern display merchandising, 


lade and ready-to-serve soups are| and high-quality, low-cost air- 
| back on the market. Good House- | craft accessories. 


4 


The President Was Amazed! 


A Fargo firm advertised a new pocket 
| size portable water heater in this good 
newspaper. He ordered fifteen 2 col- 
| umn by 3 inch ads with illustration of 
product. 


He sold 1000. Received orders from 40 
out of 48 states. 


50,500 folks live in Fargo and just across 
the Red river in Moorhead, Minnesota. 
They've been reading The Fargo Forum 
daily and Sunday for years. 


Write for market 
folder 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


AAA A A Ee 


Representatives, 
Kelly-Smith Company. 


Trance NORTH DAKOTA 
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Advertising Age, May 12, 1947 


Fulton Predicts 


for Outdoor Ads 


president of Outdoor Advertising 
Incorporated, predicted here at 


outdoor ad associations of Texas 
and Louisiana. . 


Mr. Fulton attributed the cur- Joins Needham, Louis 


rent heavy volume of advertising 


greater appreciation of its possi- manuals 


bilities by advertisers generally. 
Tightness of space in other media 
is a negligible factor, he said. 


Chicago, 
writer. 


Johnson Joins Rheem 
Henry C. L. Johnson, previously 


New High Volume advertising manager of the radio, 
‘ electronics and international divi- 
sions of Sylvania Electric Prod- 
ucts, has been appointed adver- 
DALLAs—The outdoor advertis-|tising manager of Rheem Mfg. 
ing industry will see its biggest|Company, with headquarters in 
volume in history during the next — be 4 Paget nocd o pe so 
five years, Kerwin H. Fulton, tising and salinations. nae ye on the list of purchasers for time| || ss amen nares 
signed to open an office in San|0n the jazz king’s 60-minute re-| 47’ Names Ross 
| corded program is the R. J. Rey- 

|nolds Tobacco Company for Camel 


Ate : Francisco as public relations and 
the first joint convention of the) industrial consultant. 


Charlie Andrews, Chicago free | 
in the medium to intensified sell-| lance radio script writer who pre- 
ing by the industry and to a pared texts for AAF ' training 


_ cigarets. 


] 
during the war, has | Esty & Co. 


Camel Cigaret 
Joins Whiteman 
Disc Sponsors 


ress with the sponsors. 


Reynolds has bought a 15-min- ¢ 
| ute segment of the new ABC five-| has resigned. An editorial board, | 
day show, which will make its|headed by Lawrence Lee, is op-| 
erating the magazine, which will | , 
undergo a change of policy and “No, madame, our WFDF Flint ad didn't 
design. The board is composed of | inetude husbands.” 
Clifton Fadiman, | 
Annalee Jacoby, Gjon Mili, J. D. 
Ratcliff and George Biddle. 


|debut June 30, through William 
This is Reynolds’ first 
joined Needham, Louis & Brorby,| SPOnsorship of a daytime radio| John Hersey, 
as radio commercial! Program, and first buy from ABC. 

National Biscuit Company al- 


|ing buying more. 


| ready has contracted for a 15- 
|minute share of the Whiteman 
‘show and reportedly is consider- 
Campbell Soup 
Company, Borden Company and 
|H. J. Heinz Company are among 
New YorkK — Disc jockey-to-be | the leading advertisers who have 
Paul Whiteman is making prog-|the program under consideration 
Second | for addition to their schedules. 


Walter Ross has been named 
publisher of the new cooperative 
magazine, 47, New York, founded 
by Jerome Ellison. 


Mr. Ellison | 


| Let us rid you or] 


Charles Uffileman, vice-president 
in charge of industry relations for 
OAI, estimated that total outdoor 
advertising billings in the U. S. this 
year will exceed $67,500,000. 

The convention attracted 175 
members from the two states. 
They were shown demonstrations 
of the new all-steel standard 
poster panel approved by the 
Outdoor Advertising Association 
of America, and of a new vacuum 
frame for the application of 
Scotchlite in making posters 
luminescent. 

The Texas association reelected 
H. H. Wineburgh, United Adver- 
tising Company, Dallas, as presi- 
dent. New vice-president is Fred 
Beseler, B. & B. System, Shreve- 
port, La.; treasurer, W. E. Hol- 
land, Holland Advertising Service, 
Beaumont; Tex., and secretary, 
John Phillips, Phillips Advertising 
Service, San Antonio. 

The Louisiana association 
elected A. D. Donnaud, General 
Outdoor Advertising Company, 
New Orleans, president; W. W. | 
Page, Acme Poster Company, | 
Robeline, La., vice-president; and | 
Mr. Beseler, who operates in both 
states, secretary-treasurer. 


Ups Sandler, Tranzillo 


Grant Publications, New York, | 
has appointed Jay M. Sandler ad- | 
vertising manager of Ice Cream | 
Field and assistant advertising | 
manager of Frosted Food Field, | 
and Louis Tranzillo Jr. advertis- 
ing manager of Frosted Food 
Field and _ assistant advertising | 
manager of the ice cream pub- | 
lication. Both joined the adver- 
tising staff of the publications in | 
October, 1945. 
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HOW WOULD YOU RATE THESE ADS? 


Urserevsstwenee HO) rvresemuerts,. 


A tithe Aad adie id 


#1 


They both appeared in the same business paper — 


Qepee Cetri ete 


Cases eTet ce Cheese’ care 


same time —yet one cost 26 times more 
than the other! What's the answer? 


WW wish we could show you the 
actual ads — because you can’t 
really rate them by studying the 
layouts, both of which look pretty 
good from here. But this much we 
can tell you — 


Ad No. 1 based its approach on a 
very broad analogy, while Ad No. 2 
got right down to cases with specific 
information about the product. 


There was scarcely any difference 
in what these two advertisers paid 
for their space. 

But what a difference in the ac- 
tual cost! 


Based on Starch surveys, Ad No. 
2 rated 26 times more readership 
than Ad No. 1—which means that, 
ona cost-per-reader basis, one ad 
vertiser got 26 times more for his 


money than the other. Does that 
make sense ? 


Yes, it does. 


Even if you’re one of those people 
who takes your Starch with a grain 
of salt, you know that readership 
studies are one indication of the 
effectiveness of your advertising. 
Not that high readership is a guaran- 
tee of results— but you usually 
don’t get good results without it. 


And results — rather than rate 
cards — are what determine the ac- 
tual cost of your advertising. 


It is ABP’s business to help you 
get better results to show you how 
other business paper advertisers have 
actually reduced the cost of their 
advertising by the simple expedient 


of knowing what they were shooting 
for, and how to hit the target. 


We can show you one campaign, 
for example, that sold two and a half 
million components at a cost of 
about three-tenths of a cent per unit. 
We can show you other campaigns 
that earned just as much for their 
money (but without drawing a single 
inquiry) by creating product accept- 
ance, building company prestige, 
making saleseasier for menin the field. 

Right now we’re putting a lot of 
these case histories into a_ book, 
which will soon be yours for the ask 
ing. Meanwhile, we still have a few 
copies of another book which has 
helped hundreds of business paper 
advertisers get more for their money. 
It’s called “Hit the Road.” We'll 


be glad to send you a free copy. 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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Gas Association Elects 


The Gas Appliance Manufac- 
turers Association, New York, has 
elected the following officers: 
president, John A. Robertshaw, 
president of Robertshaw Thermo- 
stat Company, succeeding D. P. 
O’Keefe; vice-presidents, Frank J. 
Nugent, general manager of ap- 
pliance sales for Rheem Mfg. 
Company, and Frank J. Hoenig- 
mann, vice-president, Florence 
Stove Company; and treasurer, 
John Van Norden, secretary of 
the American Meter Company. 
Mr. Nugent also has been named 
chairman of the association’s gas 
water heater division. 


Set ‘Iced Coffee Week’ 


The Coffee Advertising Council, 
New York, has_ scheduled this 
year’s “Iced Coffee Week” for 
July 7-12, and has already been 
advised that the National Asso- 
ciation of Retail Grocers will join 
in observing the date. The event 
is under the joint sponsorship of 
the National Coffee Association, 
representing the coffee trade of 
the United States, and the Pah 
American Coffee Bureau, com- 


posed of the nine leading pro- 
ducing countries of Latin America. 


Archer to Atlas Supply 


Henry J. Archer Jr., formerly 
with McCann-Erickson, New 
York, as account executive on the 
Atlas Supply Company account, 
has joined Atlas Supply as as- 
sistant advertising and sales pro- 
motion manager. 


Thompson to Gas Group 


Jean Clarke Thompson, for- 
merly an account executive on 
trade associations and industrial 
accounts for Palmer Bevis, Inc., 
public relations counsel, has 
joined the publicity bureau of the 
American Gas Association, New 
York. 


Mink Breeders Up Budget 


The Mutation Mink Breeders 
Association will spend $100,000 in 
advertising this year, with four- 
color pages scheduled in fashion 
magazines and a doubled appro- 
priation for business papers. Al- 
bért Woodley Company, New 
York, is the agency. 


e 

Neo directed Bourrienne to /eave a// his letters 
unopened for three weeks, and then observe with satis- 
faction how large a part of the correspondence had thus 
disposed of itself, and no longer required an answer."” 


—EMERSOWN 


In selecting a supply source, it is wise to choose 
one that offers a complete service within its field. 
By so doing, your time is lessened, contacts are 
reduced, and the work at hand moves smoothly 
forward, without time loss. * The complete pro- 
duction offered by Partridge & Anderson is a good 
example of what we mean. For here, you may 
obtain electrotypes and nickeltypes moulded either 
in vinylite, tenaplate or lead. You may order the 
highly coated Precision mat used for fine half- 
tones, or the lesser priced Standard mat that 
serves for type and line subjects. As for plastic 
newspaper plates, complete equipment of the 
latest design is being rapidly installed, and will 


soon be in full operation. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS © NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


Coin Machine Industries, Inc., 
Chicago, is bewailing the fact that 
to movie and radio writers, coin 
operated machines of any kind, 
including juke boxes and pin-ball 
games, appear to be synonymous 
with gangsterism and outlawry. 
James T. Mangan, director of the 
CMI public relations bureau, late 
last month sent letters to more 
than 1,000 radio stations, net- 
works, movie studio heads and 
makers of coin machines, asking 
that every effort be made to show 
these machines as an integral part 
of American merchandising and 
not some form of banditry. The 
industry, he points out, employs 
2,000,000, and the machines are 
patronized by some _ 75,000,000 
Americans. 

* * oS 

Watch business note: Adver- 
tisers and agencies last week got 
a folder from Coeson Company, 
Chicago, distributor of Bulova 
watches for prizes, premiums 
promotions. The message: “Bulova 
watches are again available in 
limited quantities for prizes, pre- 


miums and promotions. . . We 
solicit your inquiry.” 
bo * ok 


Manufacturers of greeting cards 
are among those who won’t argue 
with you if you say there’s a re- 
cession. Sales fell off heavily dur- 
ing the 1946 holiday season, and 
have not recovered. Higher priced 
lines were especially hard hit. 
The reason is that men in the 
services got a lot more greeting 
ecards then than they are now, as 
civilians. 

* * * 

Radio station representatives 
have been working hard with 
their advertisers and agencies get- 
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ting schedules established follow- 
ing the initiation of daylight sav- 
ing. This causes a lot of con- 
fusion in the broadcasting busi- 
ness, for many of the stations 
operate on standard time. 

K * * 

Look magazine is now carrying 
beer and wine advertising, and 
has been doing so since Jan, 
1 of this year, but the other 
Cowles properties, including the 
Des Moines Register and Tribune 
and the Minneapolis Times and 
Star-Tribune, have not yet opened 
their columns to the products of 
John Barleycorn. 

* * * 

Abbott Laboratories, which 
makes “ethical” proprietaries (not 
advertised to the public) is cur- 
rently using trade advertising to 
druggists to prove that its promo- 
tion is far more potent than the 
general advertisers’. As against 
the national advertisers’ 105,000,- 
000 or 170,000,000 impressions, 
says Abbott, “during March and 
April alone, the number of med- 
ical journal and direct mail ad- 
vertisements for Nembutal will 
total more than eight for every 
single physician in the United 
States.” That’s coverage, says 
Abbott, “of a market whose mem- 
bers control more than their own 
individual purchases.” 


Elects Cushway V.P. 


Charles P. Cushway has been 
elected executive vice-president 
and a director of Webster-Chicago 
Corporation, Chicago, manufac- 
turer of record changers, phono- 
graphs and wire recorders. W. S. 
Hartford has been appointed gen- 
eral sales manager and E. R 
Johnson has been elected treas- 


urer. 


ITS A LONG, 


LONG WAY 


.. « but here’s a short 
cut to quick sales 
in Northern India! 


Measured in miles, DELHI is re- 
mote from America, but in terms of 
sales, there’s a shurt cut to reach the 
millions of buyers in Northern India 
—via The Hindustan Times and The 


Hindustan! 


Both these dailies, published from the 
Capital City of India, New Delhi, cir- 
culate throughout the Delhi Province, 
the Punjab, N.W. Frontier Province, The 


7] Nous 


In English 


Please obtain full 


United 
India and the Central Provinces. 


2 Bi) cover. x 
STAN TIMES « WINDY 


Provinces, Rajputana, Central 


The Hindustan Times is printed in Eng- 
lish, The Hindustan in Hindi. 
high quality of readership, quite apart from 


Both have a 


the size of the territory they 


In Hindi 


particulars from:— 


THE HINDUSTAN TIMES 
| 2/3 Salisbury Court, Fleet Street, LONDON, E. C. 4 
Cables: HINTIMES, LONDON 
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Magazine Bureau 
to Fight Drys’ 
Anti-Ad Bill 


WASHINGTON—At least 17 
spokesmen for the “drys” will be 
on hand Monday, May 12, when 
the “Senate interstate commerce 
committee gives a public hearing 
to the Capper bill (S. 265) out- 
lawing all alcoholic beverage ad- 
vertising in interstate commerce, 
including printed and radio media. 

The hearing represents the first 
national legislative progress for 
dry interests in a long crusade 
that began almost as soon as na- 
tional prohibition was_ stricken 
from the books, shortly after the 
political turnover of 1932. 

Though the bill against liquor 
advertising has been introduced 
in every Congress since repeal, 
this represents the first time that 
Kansas’ Senator Capper has been 
able to get a hearing. 


Cite Heavy Liquor Sales 


Since the date for the session 
was announced months ago, the 
drys have been whooping it up. 
Almost daily the ‘Congressional 
Record” has carried copies of peti- 
tions calling for a halt to liquor 
advertising. 

These petitions, many of them 
worded identically, report that 
the American people spent $7,- 
770,000,000 for alcoholic bever- 
ages in 1946 as compared with $3,- 
700,000,000 in 1942. 

“During the same period there 
was a corresponding increase each 
year in crime,” the petitions say. 
“There is every reason why this 
expenditure should not be in- 
creased but decreased.” 

Capper bill forces are organized 
by the WCTU into a “National 
Temperance and Prohibition 
Council Committee on Capper Bill 
Hearings.” 


MAB to Oppose Bill 

On the eve of the hearing, only 
the Magazine Advertising Bureau | 
and Distillery Workers Union has | 
asked for time to oppose the| 
measure. | 

The lack of opposition is vari- | 
ously traced to reluctance to op-| 
pose the bill, and to a belief that | 
there is no serious possibility that 
it will be reported. There are re- | 
ports that the hearing was called 
“as a personal favor” to 82-year- 
old Senator Capper, who is now | 
in his 38th year in Congress. 

In advance of the hearings, | 
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type this new, practical way. 


Fast, economical —just the 
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ods. Cardboard letters are 
automatically aligned when 
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i stick. No metal type, no 


messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 


ble leatherette case. 
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— 


Elizabeth Smart, of the WCTU, 
released a statement by Bishop 
Wilbur E. Hammaker, of the 
Methodist Church, chairman of 
the committee to promote the bill. 
He said brewers’ profits in 1946 
were $164,000,000. 

“T think all thoughtful citizens 
will agree that liquor sales ought 
not to be increased. If that is the 
case, there is no need for, and it 
is bad public policy to permit, 
liquor advertising,’ Bishop Ham- 
maker said. 


Gets Hat Account 


Brewster Hat Company, 


Georges & Keyes, New York. 


Y&R Names Choyce 


Eric Choyce, 


cam. 


New 
York, manufacturer of Brewster 
and Thornton hats for women, 
has moved its account from Doug- 
las D. Simon Advertising to St. 


formerly with 
Cockfield, Brown & Co., has been 
named account executive of the 
Toronto staff of Young & Rubi- 


Centaur Boosts Deakins 


F. M. Deakins, for 16 years 
sales representative for the Cen- 
taur Company division of Sterling 
Drug, New York, has been pro- 
moted to assistant to R. E. Gray, 
sales manager of Centaur’s re- 
cently enlarged sales organization. 


Oaktred Names Peck 


Kompolite Building Materials, 
Brooklyn, has appointed Peck Ad- 
vertising Agency, New York, to 
handle advertising for Oaktred, 
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new one-piece modern flooring for 
low cost housing. The introduc- 
tory campaign will use news- 
papers, direct mail and business 
papers. 


SPECIALISTS | 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS. WE ALLOW STANDARD 
AGENCY COMMISSIONS 


ECHALKER oisnurs LIMA onc 


Survey Proves rarm women 


F 
BUY 43% MORE PACKAGED FOODS! item 


She buys more because she needs more! Among women in the 
8 Midwest states, Mrs. Midwest Farm Woman is by far the 
best potential customer for packaged and processed foods! 
These are some of the important facts revealed in the latest 
release of the ‘“‘Red and Green Dollar”’ 
study of comparative food habits. Yes, Mrs. Farm 
Woman spends 43°, more than Mrs. City Woman for 
the type of merchandise that advertising sells. This 


is vital news for every marketing executive—repre- 


sents a big opportunity for increased sales! 


mT he term ‘“‘Red Dollars’’ as used in the survey indicates dollars 
spent for packaged and processed foods. “ 


dicates dollars spent for bulk foods. 


Green Dollars’’ in- 
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Whitcrait Agency Moves; 
Gets 7 New Accounts 


Whitcraft Advertising Agency, 
Syracuse, has moved to larger 
quarters in the Nottingham build- 
ing, 218 E. Washington St. The 
agency has been appointed to 


handle the advertising of Misener | 


Mfg. Company, rotary hack saws, 
electric drills, patented conduit 
seals; Samuel Elman Company, 
men’s and boys’ slacks and trous- 
ers; Sno Candy Corporation; 


et ee ct 


C. W. Young Mfg. Corporation; 
Handi Foods Company; Baby For- 
mula Service, and Sharon Craft 
_ Company. 


Promotes Men’s Wear 
in Women’s Magazine 
Merit Clothing Company, May- 
field, Ky., men’s clothing manu- 
facturer, has launched a campaign 
|in Good Housekeeping, using two- 
|color, full-page ads featuring 
|“Neck Zone” tailoring. The copy 
|slant toward women buyers is 
based on a Hearst Magazine sur- 
_vey, which indicates that 34% of 
| purchases of men’s suits are di- 
rectly influenced by women. 
|Prater Advertising Agency, St. 
| Louis, handles the account. 


Offers New Video Set 

_ The Crosley division of Avia- 
, tion Corporation, Cincinnati, is 
| now offering a table- model tele- 


_ Vision receiver, with all 13 televi- | 


|sion channels built in. The new 
|set, known as Model 307-TA, is 
equipped with 27 tubes plus three 
rectifiers, and seven front panel 
controls for television sound and 
‘ pictures. 


_ $4,000,000 Approved; 


House Committee 
Vote Okays Census 
of Manufactures 


| 


Census of Business 
Gets Nearer Reality 


| WASHINGTON — President Tru- 
|man’s request for a Census of 
|Manufactures covering 1947 
|cleared the House appropriations 
| committee last week, but the gov- 
/ernment’s plan for a well rounded 
\series of current industrial and 
business reports was badly man- 
|gled by the Congressional econ- 
;omy axe. 
| In allowing $4,000,000 (instead 
_of the $5,000,000 requested for the 
first manufacturing census since 
11940) the committee recognized 
! that this work is authorized every 


oo 


~ 


THE SOLO MEDIUM | 


NOT 
BUT 


HARRY STONE, GEN. MGR.@ WINSTON S. DUSTIN, COMM. MGR. 


@ EDWARD PETRY & CO., NATL. REPRS. 


JUST “LISTENERS”, 
LOYAL LISTENERS 


In this five million population market, 
you will find folks ready to fight should 
you suggest that something over WSM 
is untrue. During the 21 years they've 
been listening at 650, the integrity of 
WSM statements has never varied. So 
listeners act with perfect faith on what 
they hear over this station. 

This fact makes us the one medium 
which, single-handed, can deliver this 


market to the sponsors. 


two years under existing law. 


Since there is no authorization 


under existing law for a Census of | 
Business until 1950, the committee | from the Census Bureau by early 
will not take up the second major | summer. 


|census asked by the President | 
;and by the business community,,;employment would shift to the 
'unless new enabling legislation is | 
| adopted before the summer recess. | 


he committee’s action in al- 
lowing only $5,000,000 of the $11,- | 
500,000 sought for current census | 
statistics raised the probability | 
that dozens of monthly and quar- 
terly reports on production, in- 
ventories and sales will be aban- 
doned or curtailed. 

Its decision kills plans for a 
sample study of consumer income, 
a census of telephone, telegraph, 
electric power generating and 
local transit industries, a census | 
of religion, and sample census of 
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sured that field work would be 
completed by spring, and that the 
first compilations would be issued 


Once field work is completed, 


District of Columbia, census of- 
ficials explained. 


Senate, House Bills Identical 


During its session, the subcoin- 
mittee under Rep. Harold Hagen 
(R., Minn.), adopted an amend- 
ment adding to the Hagen bil! 
(H.R. 1821) a Census of Trans- 
portation identical to that in- 
cluded in its companion measure, 
8.554, already approved by the 
Senate civil service and post of- 
fice committee. 

As the amendment is written, 
Mr. Capt told the committee, the 


housing. 
Expansion Plans to Wait 


Possibly the most important re- 
sult is the likelihood that the 
Census Bureau will have to aban- 
don its plan to expand the popu- 
lation and labor force sampling 
organization to provide fast, ac- 
curate coverage of 140 metropoli- 
tan areas involving half the na- 
tion’s population. 

Of special interest is the House 
appropriation committee’s call for 
new enabling legislation for the 
Census Bureau “with a view of 
codifying the statutes for a more 
clear definition of what the Con- 
gress expects and wants in the 
way of statistics.” 

In calling for this action, the 
committee lends additional au- 
thority to bureau officials and in- 
terested outsiders who have ap- 
peared before the Senate and 
House civil service committees to 
support legislation rewriting basic 
authority for business and man- 
ufacturing censuses. 


HOUSE TOLD OF NEED 
FOR NEW CENSUS DATA 


WASHINGTON — New enabling 
legislation for an immediate Cen- 
sus of Business and Manufactures 
neared a House committee vote 
this week after a subcommittee 
heard strong endorsements from 
Census Chief J. C. Capt and half 
a dozen witnesses from major 
marketing and business groups. 

Late in the one-day hearing 
May 2, Committee Chairman Ed 
Rees (R., Kan.), asked whether 
the censuses would involve heavy 
employment in the field during 
mid-summer of 1948. He was as- 


proposed Census of Transporta- 
tion would not result in duplica- 
tion of existing information, nor 
would it compel the Census Bu- 


reau to impose unduly burden- 
some inquiries on any business 
concern. 


The transportation amendment 
was moved by Rep. George Mille: 
(D., Cal.), who saw the censuses 
“as another form of inventory.” 
He called for an “inventory now 
when it is needed,” rather than 
waiting two years from now when 
it is authorized under existing 
law. 

In addition to Mr. Capt, the 
committee heard M. A. William- 
/son, president of Associated Busi- 
/ness Papers; Gordon Hughes, re- 
|search director of General Mills, 
|representing the American Mar- 
\keting Association; F. K. Leisch 
Warren N. Cordell of A. C. 
Neilsen Company; Virgil Reed, 
| representing J. Walter Thompson 
|Company, AMA and National 
| Wholesale Druggists Association; 
and Dr. Ernest Swanson, directo 
of economic research, U. S. Cham- 
/ber of Commerce. 


‘ ’ 

Agenda’ Bows 

Agenda, published by Printers’ 
Ink Publishing Company, New 
York, made its first appearance 
this month, with four issues 
planned for the remainder of the 
year. The new publication (AA, 
July 8, 1946) is designed for 
planners of club programs. 


Crosley Names Stratton 


Lee Stratton has been ap- 
pointed domestic sales manager 
|of Crosley division of Avco Mfg. 
| Corporation, Cincinnati. 
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Wanger Suggests 


Film Makers Start 
Institutional Ads 


Los ANGELES—The movie in- 
dustry should spend $1,000,000 a 
year to advertise its good’ points, 
Walter Wanger, longtime inde- 
pendent motion picture producer, 
told the Hollywood Advertising 
Club. 

“I doubt that any industry has 
ever been maligned as much as 
Hollywood and has done so little 
about it,” Mr. Wanger said. “In 
view of the millions we spend on 
individual pictures, I think a $1,- 
000,000 budget would be little 


enough if it served to tell the 
real Hollywood story to the 
people. I think all producers 


would find it to their ultimate ad- 
vantage to participate in such an 
advertising plan.” 

He expressed belief the pro- 
ducers had been too busy making 
and selling pictures to think about 
selling themselves to the public. 
The industry, he said, has been 
“singularly modest about its good | 
points and has permitted scandal- 
mongers and muckrakers to high- 
light its bad ones.” 


Will Use Newspapers More 


“Good advertising,” he added, | 
“can play an important role in| 
correcting this. Last year Holly-| 
wood spent more than $8,000,000 | 
in national magazines alone. Its | 
newspaper and radio expenditures | 
added up to many times this 
figure. When the newsprint) 
scarcity is over, this figure will | 
probably grow even larger as we | 
increase our allocations for our | 
prime medium, the daily news- | 
paper. 

“We appreciate advertising and 
know its value. We have to be- 
cause we deal in the most perish- 
able commodity in the world. Ac- 
tually we are selling a particular 
seat, in a specific theater, in some 
actual city. When we fill this 
seat, 
Each time we fail to fill it, we 
suffer an irrecoverable loss. We 
have relied on advertising to do 
this job and it has done it well.” 

Mr. Wanger declared that the 
full impact of advertising is gen- 
erally tremendous, that it had 
helped foster new industries, had 
played a major role in the war 
effort and should now meet the 
responsibility of helping to lead 
the people toward a permanent 
and just peace. 

“As one who has_ purchased 
several millions of dollars in ad- 
vertising,” Mr. Wanger declared, 
“I wonder too if we are taking 
full advantage of this medium, if 
we realize how completely the 
public has changed in_ recent 


we sell our merchandise. | 


a 


AT ADCLUB SESSION—Snapped at a recent Hollywood Advertising Club 

meeting, this group includes David A. Lipton, executive coordinator of advertis- 

ing, Universal-International Studios; Los Angeles Mayor Fletcher Bowren; Walter 

Van De Kamp, head of California Advertising and club president; Bob Richards, 

Foote, Cone & Belding; Walter Wanger, movie producer, and John B. Kingsley, 
president of the Hollywood Chamber of Commerce. 


survey, by trial and error, to de-| properly estimating the tastes and 


cide what will please the most 
people at the moment. Having 
reached a conclusion, I make a 
motion picture and you plan an 
advertising campaign designed to 
present my films in the most at- 
tractive manner. Now I, for one, 
would like to be sure we are 


attitudes of the great mass of 
the people today... 

“Several recent motion pic- 
tures, aimed at a higher level of 
public appreciation, have been 
very successful. Welcoming such 
a development, the film makers 
are now preparing a number of 


}lem which 


pictures for thinking people which 
might have been considered un- 
profitable ventures only a_ short 
time ago... 

“This new production level is 
not without some dangers and it 


is here that advertising must face | 
responsibility since | 
the development of the motion | 
large | 


its greatest 


picture era. Somehow a 


part of the public has accepted | 
the notion that no picture can be| 
it has something | 
Significance and enjoy-| 


entertaining if 
to say. 
ment seem to have become con- 


tradictory terms. This is the prob- | 
advertising must) 


handle.” 


Nine Join ABC 

The Audit Bureau of Circula- 
tions has added the following 
members: American Bemberg 
Corporation, New York; Cham- 
pion Paper & Fibre Company, 
Hamilton, O.; Crosse & Blackwell 
Company, Baltimore; Fuller Brush 
Company, Hartford, Conn.; 
Gotham Hosiery Company, New 


York; International Silver Com-| 


pany, Meriden, Conn.; Julius 
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Kayser & Co., New York; Howard 
Smith Paper Mills Ltd., Montreal, 
and Yale & Towne Mfg. Company, 
New York. 


~cURATE, THOROUGH 
fn 


CLIPPING SERVICE E 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials... from 5,000 
magazines and newspapers. 

Publication name, date, and 
circulation attached to each 


clip. 


165 Church Street, New York 7,N.Y 


“The simplest way to open a mind is through an interesting bit of information” 


years—almost to the extent of | 


speaking a new  language—the | 
language of communications. 


Must Promote Better Films 


“In motion pictures, we are at- 
tempting through experience, by 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


| 


ADVERTISING OFFICES 


I TIME 


NEW YORK 


ae 


+ CHICAGO BOSTON PHILADELPHIA - 


Offering advertisers the best customers 
of best stores everywhere 


CLEVELAND DETROIT ST. LOUIS 


SAN FRANCISCO 


TORONTO MONTREAL 
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Staley Uses ‘Outserts’ 


A. E. Staley Mfg. Company, 
Decatur, Ill., is using stickers on 
its bottles of Sweetose, a crystal 
syrup used in infant feeding for- 
mulas, as a merchandising aid for 
retailers in displays of the prod- 
uct. The stickers carry the copy 
“Babies first. We are reserving 
this bottle of ‘Sweetose’ for infant 
feeding.” They will be used 
throughout 1947. 


Joins ‘Better Homes’ 


Marshall J. Murphey, formerly 
with Young & Rubicam, and Ed- 
ward C. Green, formerly on the 
merchandising staff of Life, have 
joined the New York advertising 
sales staff of Better Homes & 
Gardens. 


€ RESSING. > SIME OGRAPHING , 
“THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}inois 


Western Transit Again 
Opens Car Card Contest 


Western Transit 
Association is again offering $500 
in cash prizes for the best car 
card production on the Pacific 
Coast. Entries will be judged at 
the annual convention of the Ad- 
vertising Association of the West 
to be held at Sun Valley, Ida., 
June 22-26. The awards will be 
divided equally between the orig- 
inator of the idea and the artist 
who completes the art work. 

The contest is open to adver- 
tisers, advertising managers, ad- 
vertising agencies and artists in 
the 11 western states and British 
Columbia. Entries may be made 
through any transit advertising 
office on the Pacific Coast. 


Pfister Elects Two 


Charles P. Vogel, for 17 years 
president of Pfister & Vogel Tan- 
ning Company, Milwaukee, has 
been elected chairman of the 


board. Frank Belz, who has been 
associated with the company and 
| its parent concern, Pfister & Vogel 
Leather Company, for 50 years, 
succeeds Mr. Vogel as president. 


Advertising | 


‘Denver Post’ 
Launches Huge 
Expansion Plan 


DENVER—The Denver Post has 
kicked off its $3,500,000 expansion 
program, which includes a new 
building and new presses, with a 
16 mm. Kodachrome motion pic- 
ture entitled “Westward the 
Course of Empire,” portraying the 
agricultural, mining, manufactur- 
ing, transportation and distribu- 
tion activities in the 13-state area 
of which Denver is the center. 

The picture was shown first to 
a group of several hundred Den- 
ver district managers and repre- 
sentatives of national manufac- 
turers, and has been scheduled 
for presentation at luncheon group 
meetings in New York, Chicago, 
Detroit, San Francisco and Los 
Angeles. It was produced by 
Arthur G. Rippey & Co., Denver 
advertising agency. 

Among those who represented 
the Post at the initial showings 


CA. 


ST. LOUIS STAR-TIMES 


3, Sen 


—— 


| Restoration of the 
2% Cash Discount 
Effective July 1, 1947 


———— 


The Star-Times is the only St. Louis 


newspaper currently offering the 


2 per cent cash discount. 


Represented Nationally by the Geo, A. McDevitt Co. 


NEW YORK - CHICAGO - CLEVELAND ~- DETROIT - PHILADELPHIA 
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AT 'DENVER POST' LUNCHEON—Meeting at the luncheon in Chicago where 
the Denver Post introduced “Westward the Course of Empire," 16-mm. motion 
picture, are: (left to right) William J. Schmitt, of Moloney, Regan & Schmitt, 
national representatives of the Post; Maj. Fred W. Bonfils, business manager 
of the Post; Palmer Hoyt, editor and publisher; Samuel G. Howard, advertis- 
ing director, and Herbert W. Moloney, president of Moloney, Regan & Schmitt. 
The movie is part of the promotion of the Post's $3,500,000 expansion plan. 


were Palmer Hoyt, editor and 
publisher; Maj. Fred W. Bonfils, 
business manager, and Samuel 
G. Howard, advertising director. 
Herbert W. Moloney, president of 
Moloney, Regan & Schmitt, na- 
tional representative of the Post, 
served as master of ceremonies. 

Work on the new Post building, 
which uses a _ reconverted city 
market and occupies an entire 
block, is now starting. The new 
equipment will include complete 
facilities for the production of the 
Post rotogravure section. 


‘Author Meets Critic’ 
Moves to NBC Network 


“The author meets the critic,” 
the weekly verbal battle between 
the writer of a new book and two 
critics, will move to the National 
Broadcasting Company network 
June 1. The program, for which 
John K. M. McCaffrey will con- 


tinue to serve as moderator, had 
been carried by Mutual. 

On NBC the program will be 
sponsored by the Book-of-the- 
Month Club in New York, with 
cooperative sponsorship planned 
for the remainder of the country. 


Prepares Mat Kit 


Nash Motors division of Nash- 
Kelvinator Corporation, Detroit, 
has prepared an advertising mat 
service kit, which is being sent to 
its dealers without charge. The 
purpose of the kit is to enable 
dealers to tie in their local adver- 
tising with the format of the na- 
tional campaign. 


Appoints Henry Tavs 

The New Haven Clock & Watch 
Company, New York, has ap- 
pointed Henry W. Tavs as general 
sales manager. Mr. Tavs has been 
with the sales department of But- 
ler Brothers since 1937, except 
for Army service. 


The link that isn't missing 


The source of daily business news 
in the nation’s greatest industrial area. 


Here’s another executive. He’s got 

a product or service or idea that needs 
selling to management. Could 

be you or one of your clients behind 
that smoke screen. 


Don’t let the pose fool you— beyond 
yonder shoes sits an executive. He makes 
decisions, calls the shots on what and 
from whom his organization will buy. 


ee. 


And this is the ever-present link 
between them in the Central 
West...where over 100,000 key 
management men read, use 

and prefer the Chicago Journal 
of Commerce as their source 

of daily business news. It’s the 
one dominant business newspaper 
linking Central Western executives 
and alert advertisers who want 
to sell them. 
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LaGuardia Finds 


Broadcasters 
Derelict in Duty 


67 Stations Rejoin 
BMB, Feltis Says; 
Survey Plans Begun 


here New YorK—Warning that there 
~ will be more control and super- 
ager vision of radio in the future, for- 
rtis- mer Mayor Fiorello LaGuardia 
mitt. last week told the National As- 
olan. sociation of Broadcasters that 
+ eam radio stations and networks have 
, had § not been carrying out their re- 
ll be sponsibilities to keep the people 
-the. § formed on all sides of the news. 
with Mr. LaGuardia spoke at the 
ynned @ Waldorf-Astoria during the two- 
intry day session of District 2 of the 
NAB. 
“It is a sad commentary that 
Nash. § the AFL is now having to spend 
stroit, § $1,500,000 to get their side of the 
+ mat story into the news,” he said. 
ant to “The working people of the coun- 
The @try are your listeners. This 
nable § doesn’t speak well for the press 
dver- §f of America.” 
» = The broadcaster’s duty—the| 
presentation of a _  full-rounded | 
| contemporary affairs pictur e— | 
| should be discharged regardless of | 
Natch the viewpoint of the station owner | 
aP- Bor the majority of the sponsors | 
— and advertisers, he added. 
But- Pass Up United Nations 
— The former mayor cited as an | 
example of radio’s neglected op- | 
portunity to make a contribution 


to understanding among nations 
its failure to carry on-the-scene 
coverage of the special session of 
the United Nations General As- 
sembly. 

At the same time, Mr. La- 
Guardia, who recently was named 
a director of Metropolitan Broad- 
casting & Television, Inc., opera- 
tor of WABF-FM and an experi- 
mental television’ station, pre- 
dicted that the day will come 
when radio stations which violate 
d federal regulations will be pad- 
locked like bootleg liquor estab- 
lishments. 

Such procedure, he said, was 
the intention of the Federal Com- 
munications Act, which he helped 
to design while a Congressman. 

“There is no vested interest in 
a license or a permit,” he pointed 
out. “And the quicker the indus- 
try realizes it and the quicker the 
FCC comes out with it, the better 
for all concerned.” 


‘Nothing to Sell’ 


Broadcasters who fail to meet 
the conditions under which the 
permit was granted should not be 
permitted to sell, regardless of 
their investment in property and 
studio equipment since, once the 


akes 


link old license is revoked, there is 
l nothing to sell, Mr. LaGuardia 
key Said. 

Many problems in this rela- 
ail tively new industry, such as ad- 

vertising abuses, which will be 
© discontinued when the customers 
the fail to react favorably, will 
aper traighten themselves out in time, 
utives he said. a 
a Present methods of weighing 


listener coverage—“No one under 


on the list, Mr. Feltis said BMB 
must have more funds by July if 
the project is to go ahead as 
scheduled. 


Advertiser Reactions Delayed 


Future services planned by 
BMB include a network report 
based on the first study, any day, 
and a survey of the daily listening 
frequency from a 10% sample, 
now in the formative stage. 

Delay in getting advertiser and 
agency reaction from the first 
study —from which reports still 
are being released—is partly re- 
sponsible for the failure of more 
stations to sign up promptly, it 
was indicated. 

Shortly afterward, BMB re- 
ceived a strong endorsement from 
the representative of one of 
radio’s biggest advertisers. Joseph 
M. Allen, vice-president of Bris- 
tol-Myers Company, said: 


pend on the stations to furnish | 


them this service. When you come 
to sell us, we want to know what 
you have to sell. Before BMB, 
the situation was a hodge-podge, 
but now with an honest, accurate 
and acceptable measurement we 
have the opportunity to buy in- 
telligently—on the basis of fact.” 


Franco Adds Support 


Also speaking up for BMB was 
Carlos Franco of Young & Rubi- 
cam, who emphasized the need for 
a standard measurement to enable 
radio to compete with other 
media, particularly newspapers 
and magazines, which have long 
had such “tools of salesmanship” 
available. 

Mr. Franco, who is a Four A’s 
representative on BMB’s adver- 
tising industry relations commit- 
tee, said he looks forward to the 


“The | day when agencies will be able 


advertisers should be able to de-| to use only stations which offer 


BMB services. 

Earlier, particular attention was 
given to the problems of small 
stations during a discussion pre- 
sided over by Simon Goldman, 
WJTN, Jamestown, N. Y. Allen 
Brown, NAB assistant director of 
broadcast advertising, advised 
more thorough news coverage, 
especially of events of special in- 
terest locally. 

The best possible public rela- 
tions program for radio stations 
can be built around an adequate 
schedule of community activities, 
Justin Miller, NAB president, told 
the group in an earlier address. 


Plugs All-Year Market 


Sun-Maid Raisin Growers of 
California and H. J. Heinz Com- 
pany, Sun-Maid’s distributor, plan 
to continue concentrating their 
advertising and merchandising ef- 
forts on creation of an all-year 
market for Sun-Maid raisins. The 
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| 1946-47 campaign used both 24- 
|sheet and 3-sheet posters in 582 
| markets, plus magazines and store 
|displays, and both companies 
|;noted favorable response in in- 
| creased sales. Additional plans to 
|effect a year-round market are 
being formulated. 


State Apple Commission 
Elects Copple Manager 


The Washington State Apple 
Advertising Commission, Wenat- 
chee, has elected Harold E. Copple, 
president of the State Horticul- 
tural Association, as secretary- 
manager of the state commission. 
Robert Johnston, manager of the 
commission’s Yakima office, re- 
places K. J. Boender as assistant 
manager under Mr. Copple. 

The apple group will undertake 
immediately a spot advertising 
campaign to consumers to move 
the small-size winesaps remaining 
from last season. J. Walter 
| Thompson Company, Seattle, will 
| direct the .promotion. 


he sun can tell how many people 
listening to a broadcast” — 
re strongly criticized as “arti- 


[This much-discussed problem 
measuring radio’s effectiveness 
me in for more attention later 
1ien Hugh Feltis, BMB president, 
ide a report on that group’s 
gress in signing up stations for 
second study. 

Revealing that 67 stations, in- 


iding WSB, Atlanta, WGN, Chi- | 


| up in a colorful, fine-textured cover like 


al, whimsical, and capricious.” | 


| 


go, and KLZ, Denver, are now 


Which ono de gow | 


D 
YOURE FHHRITT voiore. strictly functional attire has its place, 


: he otdee. 


but its place is not in the reception rooms or 


offices of people you are trying to impress. 


office and shop forms. But when a printed 
piece is intended to do a sales job, smart 


advertisers know that it pays to dress it 


those in the Buckeye and Beckett lines. 


Informal, strictly functional printing has 
its place, too; it’s proper and thrifty for 
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Camden Dailies 
Sold fo Stretch; 
Start May 14 


CAMDEN, N. J.—Sale of the 
Camden Evening Courier and 
Morning Post to a group of Cam- 
den business men headed by 
Harold A. Stretch, former adver- 
tising director of the Philadelphia 
Inquirer and current president of 
American Newspaper Advertising 
Network, was revealed last week 
by Richard W. Slocum, general 
manager of the Philadelphia Eve- 
ning Bulletin, which bought the 
Camden papers along with other 
properties from J. David Stern 
(AA Feb. 10). 

Mr. Stretch will be president 
and publisher of the new com- 
pany. He announced last week 
that publication would resume 
May 14, and that the newspapers’ 
national representative would be 
George A. McDevitt Company, 
which represented them under 
Stern management. 

The Courier and Post, as well 
as the Philadelphia Record, were 
suspended Jan. 31, after a three- 
month strike of the American 
Newspaper Guild. These papers, 


Aviation Newspaper 
voted to private flying 
ML WALL 1007-A 13th 

PUBLISHER LUBBOCK TEXAS 


NEW LABEL—One of the first changes 
under a complete label and package 
revision program by Red & White 
Corp., Chicago, voluntary group of in- 
dependent wholesale and retail grocers, 
is this Dainty soap flakes box, whieh 
puts increased emphasis on the red 
circle trademark. 


along with WCAU, Philadelphia, 
were bought by the Evening Bul- 
letin, for a reported $10,000,006, 
of which $4,000,000 was for the 
Camden papers. 

Mr. Stretch told newsmen that 
the executive, mechanical and dis- 
tribution staffs of the newspapers 
had been kept together by the 
Bulletin, which has paid their 
salaries since its acquisition of 


| the properties Feb. 1. 


Mr. Stretch will face some op- 
position in Camden; the Camden 
Free Press, owned and published 
by members of the local chapter 
of the American Newspaper Guild, 
intends to continue publication. 


Appoints Thompson 
Lyman Thompson, who organ- 
ized California Apparel Creators 
|in Los Angeles in 1944 and was 
|its first executive director, has 
| been appointed Pacific Coast di- 
|rector of Fashion Brands Exposi- 
| tion, which will be held for both 
| aeeuenere and retailers at Grand 
|Central Palace, New York, Oct. 
| 27-Nov. 1. Mr. Thompson has of- 
| fices at 1307 Pershing Square 
beesasoineee Los Angeles. 


‘Opens Montreal Office 


John A. Cairns & Co., New 
| York, has opened a branch office 
|in Montreal, with Mary Night- 
|ingale in charge. 


COLLINS 


MILLER & 


HUTCHINGS 


207 


N. MICHIGAN AVE. CHICAGO 


RATES: 60c line, minimum ¢ 


25 letters and spaces per line; light body face 34 


Thursday noon, 11 


per colu 


“date. 


HELP WANTED 


take card rate of $9 
es apply on display. 
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Starts Advisory Council 
American Public Relations As. 
sociates, Inc., New York, has in- 
stituted an advisory council to 
engage in management, sales and 
production programs for the pub- 


POSITIONS WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago. 


COMMERCIAL DISPLAY SALESMEN 
New creative dept. in one of Ameri- 
ca’s largest plastics fabricating 
plant, offers exceptional opportuni- 
ties to salesmen with established ac- 
counts. Facilities provide production 
in plastics; wood; color-processed 
fibre-glass; safety glass in tinted 
mirror, rare marble and wood grain 
re-creations; plaster sculpture, wire 
and papiermache. Full cooperation 
in art work, and national advertis- 
ing. Exclusive territories. Liberal 
commission. Write stating territory 
covered. LEE PLASTICS, Commer- 
cial Display Division, “A” & Lippin- 
cott Sts., Philadelphia 34, Penna. 
WANTED 

Fast growing Detroit manufacturer 
selling both direct to manufacturers 
and through industrial distributors, 
and now also gearing for consumer 
merchandising, has openings in Ad- 
vertising Department for two ag- 
gressive, young men, who are on 
their way up. 

INDUSTRIAL COPYWRITER 
To assume responsibility for the 
creation of industrial publication 
advertisements, direct mail, tech- 
nical manuals and promotional liter- 
ature. 


SALES PROMOTION SPECIALIST 
To initiate and follow through on 
the use of all types of promotional 
material for distributors and other 
resale outlets in industrial, trade 
and consumer fields. Creative abil- 
ity plus right personality for field 
contacts essential. 

a * > 
Write giving full details of back- 
ground, age, experience and salary 
desired. Our organization knows of 
these openings. 
Box 8929, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
Established Southern tradepaper 
needs aggressive “working” editor, 
with merchandising and promo- 
tional background. Real opportu- 
nity for result getter. Field com- 
petitive but renewal percentage 
will recognize ability. Give previ- 
ous experience, age, salary require- 


Look no further for YOUR MAN 
You can reap multiple benefits from 
this seasoned ad man’s experience. 
Equally able to head department or 
do shirt-sleeve work on copy, ideas, 
campaigns, production. A look at my 
presentation costs nothing. Chicago 
or suburban location preferred. Top 
management references prove worth 

Box 8937, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST—DESIGNER 
Product styling, professional office 
layout, interior design, store lay- 
out, design, merchandise presenta- 
tion. Experienced in advertising, 
graphic § arts. Desire connection 
with established manufacturer or 
office. 

Box 8941, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
South American opportunity, limit- 
ed only by my own gree A desired. 
Jr. Acct. Exec. and Service Direc- 
tor has growing pains—creative 
abilities not being fully utilized. 
4 years varied agency experience. 

Speak Spanish. 
Box 8942, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


lic relations firm. Those serving 
on the council are Mark 4. 
Hawley, president of Interconti- 
nental Audio Video Corporation: 
George Barthelme; Joseph Ryan 
and Charles C. Wood. 


Walter Lowen 


PLACEMENT AGENCY 
o 


Headquarters since 1920 for 


ADVERTISING PERSONNEL 
Executive © Copy © Art © Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 


New York 17, N. Y. 
LExington 2-8862 


Ten Talents in Search of A Job 
12 yrs. Exp. all Agency Proce- 
dures: Spot Time Buying; Traffic; 
Mdsing & Resch. Asst; Asst to Acct 
Exec; Service Co-op. Adv. Person- 
able Girl Friday. 

Box 8901, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


GRAPHIC ARTS—EXECUTIVE 
Good organizer, creative thinker 
with Administrative, Sales, Produc- 
tion exper. in Label, Publishing, 
Commercial and Color Process fields; 
also know mail order’ through 
agents; Age 42; minimum $7800; will 
locate where opportunity knocks, 

Box 8944, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


BALANCED EXPERIENCE—17 yrs. 
general business, sales management, 
advertising. Age 35, married, com- 
petent, ambitious, know how to 
assume responsibilities. Want con- 
nection as copywriter, account exec., 
or in advertising department with 
future — prefer small-but-growing 
city in Illinois or nearby state. Good 
job now but intend changing locali- 
ty. Full information, samples, ref- 
erences upon request. 

Box 8945, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 
NOW AVAILABLE 
An astute, thoroughly experienced 

contact man. Write or wire. 
Box 8946, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


CHICAGO... ATTENTION 


Do you have an agency that 
is going places? Do you 
need an aggressive, hard- 
working "key" man to organ- 
ize and supervise all detail? 
. . « If so, you will be inter- 
ested in a man 39 years of 
age, successful in advertis- 
ing, sales promotion, engi- 
neering, and business admin- 
istration. ..a genera! 
"all-around" man capable of 
taking a terrific load from 
your shoulders. 


Write Box 6716, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ments, first letter. REPRESENTATIVES WANTED 
Box 8935, ADVERTISING AGE af SENTATIVES WANTED 
330 W. 42nd St.. New York 18, N. Y.| Top, fiite color illustration photo 
——__— |studio needs representative with 
Ambitious men to sell Electric) contacts. Unusual opportunity. 
Clock Advertising Display with Box 8943, ADVERTISING AGE 


brilliant fluorescent lighting. Very 


) E. io § ‘hicag 
effective; operates perfectly. Over eee tO Win CEICSEO 11, Til. 
200 stock wordings. tetailers, 100 WEEKLY publishers are seeking 
manufacturers and wholesalers im-|# top advertising salesman to rep- 
mediate prospects. Your profit on|Tesent them in the state for the 
every unit $24.75. Write, wire or sale of National Advertising. Man 
phone. must know national field, have un- 


OHIO ADVERTISING DISPLAY CO. 
1216 Jackson St., 
Cincinnati 10, Ohio. 

ADVERTISING AND SALES 
PROMOTION EXECUTIVE 

Do not apply unless you have ex- 

perience with trade publications 

and agency contacts. Good oppor- 

tunity for right man. State 9793. 

140 N. Dearborn—Room 500. Chicago. 


Wanted: Advertising Manager by 
prominent midwestern manufacturer 
poultry equipment. Experienced in 
poultry or other farm equipment 
desirable. State experience and sal- 
ary requirements in first letter. Will 
interview in Chicago. 

Box 8947, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


| Plan 
kitchen cabinet 


derstanding of weekly medium. Ex- 
cellent opportunity, large earnings 
for right man. Write or wire 
Cc. W. Griswold, Columbiana, Ohio. 


Representatives Wanted for build- 
ing trade paper. Midwest. New Eng- 
land, Phila. territories. Commissions. 
Box 8920, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Aggressive, experienced representa- 
tive wanted to cover farm accounts 
for expanding national magazine. 
Some business now; large potentials. 
Box 8917, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE. 
SAN FRANCISCO 
Successful ex-sales and advertising 


————————————_————— | manager for several nationally 
POSITIONS WANTED | known companies now has own 
CHECK THIS COPY office. He would like to hear from 

Male 29, Scotch-Irish, 5 nite years} manufacturers, publishers and others 

of college, 4 of war. Came 1,000| interested in high grade representa- 

miles to write Ward retail copy.| tion in Northern California. Address 

Single, so prefer learning to earn-| R. E. Smiley, 503 Market Street or 


ing. Samples prove idea & copy can | 
| do. 


Box 8936, ADVERTISING AGE, 
100 E&. Ohio St., Chicago 11, Il. 

ADVERTISING MANAGER 
and direct advertising of large 
manufacturer. Seek 
bigger opportunity as ad manager 
or account executive. Young, ag- 
gressive, going up fast. 

Box 8940, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Excellent 


Salesman. 


tecord. Employed. Married. Seeks 
connection publisher’s representa- 
tive established trade paper. 

Box 8938, ADVERTISING AGE 


190 E. Ohio St., Chicago 11, Ill. ‘ 
Copywriter, Veteran, 24. Technical 


copy Studied electricity 5 years.|addresses of women whose names | 
Did Publicity for Army  Signal|appeared in society sections of 47 
Corps Journalism major Southern newspapers April 27-30. 

Box 8939, ADVERTISING AGE | Guaranteed 190 percent Correct. 
330 W. 42nd St., New York 18, N. Y.' Bray News Service, Spartanburg, S. C. 


| from May 5th-16th, Congress Hotel, 
Chicago. 
| 


SECRETARY to 
ADV. AGENCY PRES. 


Applicant should be single, well edu- 
cated, career-minded girl above aver- 
age in aggressiveness, rhetoric, 
stenographic ability, appearance, and 
personality. Must be willing and 
capable of handling several different 
types of work in medium-sized Chi- 
cago adv. agency. Write fully, giving 
age, education, experience, references, 
salary earned, and how soon avail- 
able. Correspondence and interviews 


will be held in confidence. 
BOX 6708, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


Can You Qualify 
to Operate a 
Small Advertising Agency? 


Unusual opportunity for an experienced ad 
vertising agency man of integrity, to direct 
the activities of a small Chicago agency or 
ganization. Applicant must know every phas¢ 
of the bus'ness—and be able to assume ful! 
responsibility of administration, servicing and 
creative work. Satisfactory compensation wil 


be supplemented by profit-sharing arrangement 
State fully all qualifications, present status 
and references Box 6714, ADVERTISING 


AGE, 100 E. Ohio Street, Chicago 11, Illinois 


MISCELLANEOUS 
| HARRISBURG RESEARCHERS— 
Mr. and Mrs. Witmer Eberle will be 
in New York City May 19-23 to dis- 
| cuss plans you have for commercial 
| research programs or assignments in 
the Keystone Capitol City area. Will 
| be glad to confer at your office or 
j}at our room in Hotel Governor 
Clinton. You can make appointment 
| with us bv phone or bv letter. 
| ERERLE RESEARCH BUREAU 

1920 Girard St., Harrisburg, Pa. 
Telephone Harrisburg 2-6861 


MAILING LISTS 


BRAND NEW—1,000 names and street | 


Cory Appoints Campbell 

Cory Corporation, Chicago, has 
appointed Donald L. Campbell 
Associates, Chicago, to handle 
public relations and publicity for 
the Cory glass coffee brewer and 
Fresh’nd Aire circulator divisions. 


Appoints Sudlow 


George D. Sudlow, formerly 
with Booz, Allen & Hamilton, 
Chicago, has been appointed dis- 


tributor sales manager of Ameri- 


can Rock Wool Corporation, Chi- | 


cago, manufacturer of mineral 


wool insulation. 


Joins Public Relations 
Robert S._ Everett, 


ing Company, Morristown, N. J., 
and editor and general manager 
of the Sunday Sentinel, has joined 
the New York staff of Public Re- 
lations Associates, Inc. 


recently | 
president of the Sentinel Publish- | 


VETERAN PUBLICATION 


with over 200,000 individual! 
net paid subscribers for sale. 

BOX 6670, ADVERTISING AGE 
330 West 42 St, New York 18, N. Y 


ATTENTION! 
ADVERTISING DIRECTORS 
WANTED—Opportunity to prove we car 
increase lineage on dealer-paid ads ir 
their local papers. Write for complete 

information without obligation. 
SC SYNDICATE 
624 South Michigan Avenue 
Chicago 5, Illinois 


COPY CHIEF 


If you have “the riqht'’ industrial 
consumer copy experience you can "Write 


anc 


your own" ticket with aggressive northern 
Ohio agency. Send background data an 
work samples preliminary to persone 


get-together. 
Box 6713, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, Illinoi 


— 
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CFAC Names 
6! Winners 


in Ad Contest 


(Picture on Page 71) 


CuHIcAGo-— The Chicago Fed - 
erated Advertising Club May 8 
announced the winners in _ its 
Fifth Annual Advertising Com- 
petition, with 61 awards made to 
winners selected from 442 entries. 
The awards were determined by 
a jury of 50 advertising authori- 
ties under chairmanship of Doug- 
las M. Smith, executive art di- 
rector of The Buchen Company. 

Awards were made on a basis 
of 10 classifications, plus one 
special award. 

The award winners are: 

Mass Magazines: Swift & Co. (J. 
Walter Thompson Company); Santa 
Fe System Lines (Leo Burnett Com- 
pany); Pepsodent division of Lever 
Bros. Company (Foote, Cone & Bel- 
ding); Minnesota Valley Canning 
Company (Burnett); Pullman Com- 
pany (Young & Rubicam); Northern 
Paper Mills (Young & Rubicam); 
Maytag Company (McCann-Erick- 


son). 
Class Magazines: Marshall Field 
& Co. (Foote, Cone & Belding); 


of America 
Company (The 


Brewing Corporation 
(Burnett); Crane 
Buchen Company). 

Industrial and Technical Maga- 
zines: The Oliver Corporation 
(Buchen); Elmer E. Mills Corpora- 
tion (Bozell & Jacobs); Sealed 
Power Corporation (Roche, Williams 
& Cleary); Chase Bag Company 
(Buchen); Kohler of Kohler (Roche, 
Williams & Cleary). 

Business and Trade Magazines: 
Swift & Co. (J. Walter Thompson) ; 
Foote Bros. Gear & Machine Corpo- 


ration (Buchen); Alert Beverage 
Company (Burton Browne, Adver- 
tising); Victor Animatograph Cor- 


poration (L. W. Ramsey Company); 
Pullman Company (Young & Rubi- 
cam); Standard Oil Company of In- 
diana (McCann-Erickson); S. C. 
Johnson & Son, Ine. (Needham, 
Louis & Brorby), and A. M. I., Inc. 
(Mangan & Eckland). 

Newspapers: Swift & Co. (Need- 
ham, Louis & Brorby), winner of 
two awards in this classification; 
International Cellucotton Products 
Company (Foote, Cone & Belding 
for Kleenex); Armour & Co. (Foote, 
Cone & Belding); Community Fund 
of Chicago (Foote, Cone & Belding); 
Studebaker Corporation (Roche, 
Williams & Cleary); Munising Paper 


Company (Tatham-Laird, Inc.); Mar- | 


shal] Field & Co. (direct), winner 


f two awards in this classification; | 


— Che Philadelphia Angquirer 


Carson Pirie Scott & Co. (direct). 
Posters: Pixley & Ehlers cam- 
paign, produced by General Outdoor 
Advertising Company; Standard Oil 
Company of Indiana (McCann-Erick- 
nm); Hiram Walker & Sons (Foote, 
Cone & Belding). 

Direct Mail: Minnesota Valley Can- 
ing Company (Burnett) ; R. R. Donnel- 
y & Sons Company (direct) ; Marshall 
Field & Co. (direct); Station WMAQ; 
Loyola University (Homer Buckley 
& Associates); A. E. Staley Mfg. 
Cempany (R. R. Donnelley & Sons 
‘ompany). 

Display: American Wine Com- 
ny (Olson Designers); Abbott Lab- 
ratories (produced by Magill- 
Weinsheimer Company). 

Television: Commonwealth Edison 
‘ompany (J. R. Pershall Company). 
Radio: Tied for awards for spot 


HELP PICK WINNERS—-Judges for the fifth annual competition of the Chicago 


Federated Advertising Club included this quintet: R. R. Glenn, Evans Associates 


Co.; H. A. Guernsey, Whitaker Guernsey Studio; Daniel Steele, Chas. Daniel 
Frey Co.; F. H. Jones, Premier Engraving Co.; and David Hayes, Hayes-Lochner. 


NAM Names Bevis 


The National Association of 
Manufacturers has appointed 
Palmer Bevis, head of Palmer 
Bevis, Inc., New York, as director 
of the community group relations 
department. 


Brown Joins Vick 


David L. Brown, formerly an 
account executive with Newell- 
Emmett, Pedlar & Ryan and Mc- 
Cann-Erickson, has joined Vick 
Chemical Company, New York, 
as export advertising manager. 


Kimberly-Clark Makes 


‘Sales Division Changes 


Kimberly - C lark Corporation, | 
Neenah, Wis., has made the fol- 


lowing changes in its creped wad- 


| ding 
|Kirk has been transferred 


sales James E. 
from 
to Chicago, 


division: 


the Atlanta office 


where he will continue as sales | 
_representative for Kimpak creped 


wadding and Sanek folded tissue 
strips for barbers and _ beauty 
shops; Robert De Wilde, who has 
been doing market research work, 
has been named head of merchan- 
dising of Sanek tissue strips, and 
Hubert H. Des Marais has been 
appointed territory representative 
in district 3, with headquarters 
in St. Louis, in charge of sales 
of Kimpak creped wadding and 
Sanek folded tissue strips. 


Sets $1,000,000 Budget 


Ansco, Binghamton, N. Y., will | 
spend $1,000,000 for advertising | 
this year in national, youth and | 
photographic magazines, and trade 
publications. Included is a cam- 
paign aimed at professional pho- 
tographers. Window cards for 
portrait studios, a booklet on | 


63 
window displays, and  Ansco- 
sponsored advertisements in. na- 


tional magazines boosting profes- 
sional photographers comprise the 
three phases of the professional 
merchandising plan. 


Gi new bbe. 
in the South 


Southern 


Farmer 


a 900,000: 
Net Paid 


Covers the Fastest growing 
Farm market in the Nation 


SOUTHERN FARMER 
Montgomery, Alabama — 


The 


| 
| 


| 
| 
| 


| 


ouncements were Atlas Brewing | 


(Olian Advertising 
Swift & Co. (J. 


npany 
y) and Walter 
7 
Black & White Stores 
. Kuttner) and _ Bisceglia 
Wine Company (Olian Advertising 
} pany). Other award winners 
“World’s Great Novels” spon- 
d by NBC; “The Echo” spon- 
d by Peter Hand Brewing Com- 
y and entered by WBBM; “Men 
the Atomic Age” sponsored by 
NR; Swift & “Breakfast 
" ABC (J. Walter Thompson 
pany); Salerno-Megowen Biscuit 
npany’s “Song Title Time” 
wimmer & Scott); Miles Labora- 
s’ Quiz Kids (Wade Advertising 
ney) which received a special 
rd. Special favorable notice was 
n WMAQ’s wire-recorded “News- 


a) 
Covs 


the-Spot.”” Special mention was 
n Consolidated Royal Chemical 
poration’s “Bob Elson on the 
tury” program (Arthur Meyer- 
& Co.); Hirsch Clothing Com- 
y’s “Telephone Quiz” (Schwim- 
& Scott), and WBBM’'s “Gold 


st Rhythm.” 

pecial Award: For an outstanding 
of public relations, a_ special 

ird was given to Henry C. Lytton 

‘0. (The Jos. W. Hicks Organiza- 
’ 


Com- | 


ompson). Honorable mention went | 
(Kuttner | 
Bros. | 


| 
| 


Sunday Picture 


In 


no change in rate. 


FOR ADVERTISERS 


From May 18 through June 29, PARADE adver- 
tisers will appear in The Philadelphia Inquirer with 


Beginning July 6, advertisers may buy the com- 
plete PARADE list of 21 markets including Phila- 
delphia, or they may buy the basic PARADE list 
of 20 markets without Philadelphia. 


A new rate card, effective 
July 6, will be issued shortly. 


= 


M agazine 


beginning May 18, 194 
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Ball Club Starts Drive 


The San Diego Ball Club, 
through Barnes Chase Company, 
San Diego, has launched a series 
of ads in newspapers, using a 
mythical character named “Padre 
Pete” to tell the news about the 
forthcoming game in Mexican 
jargon. Each ad is illustrated with 
a caricature representing the vis- 
iting ‘club. 


Browne Names Klemtner 


Browne Vintners Company, 
New York, has appointed Paul 
Klemtner & Co., Newark, N. J., 
to handle promotion of Celestins- 
Vichy to the medical and allied 
professions, using pages in lead- 
ing medical journals, direct mail 
and special promotional material. 


No.1 Publication 
in a No. i Market 


wooD 


DATA BOOK 
Business 
a 


+ eer eo 


APRIL BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are 
monthlies and have standard 7x10-inch type page. 


Pages P 
1947 1946 1947 1946 
Industrial Guenp Diesel Progress (8%x11).. 62 72 
De rT e *96 *120 | Distribution Age ........ 68 85 
Air Transport .......0.0- *42 *80 | Drug & Cosmetic Industry 
American Aviation (semi- Pe “daurat seukde ssa ess 142 *155 
ESE ee 48 OD 1 DS BOW 6c ccccccces 51 86 
American Builder ....... 151 118 | Electric Light & Power.. 72 76 
Aepareeee CHF osc cicccces 118 106 | Electrical Construction & 
American Machinist Maintenance ...... errr 119 1182 
DEE. dabésseccacse cn *|436 486 | Electrical South ......... 53 43 
Architectural Forum ..... 131 154 | Electrical West ......... ‘ 144 125 
Architectural Record .... 158 129 | Electrical World (w)..... 1209 258 
Automotive & Aviation In- EN Ore ‘ 206 255 
dustries (semi-mo) .... 186 225 | Engineering & Mining 
Ce era *108 *180 CO eer 1181 185 
Aviation Maintenance ... 61 59 eens News-Record 
Bakers’ Helper (bi-w).... [163 eee ree . *$1410 *$388 
CE) sa glceas.5%.93-6d0% 60 76 56 Reesvatin Engineer .... 40 85 
WESC! BOOED cc ccéccccce ‘ 33 34 | Factory Management & 
Brewers’ Digest ......... 47 47 Maintenance ........... 312 846 
Brick & Clay Record.. *§142 *34| Fire Engineering ........ 41 49 
Bus Transportation ...... 1388 151 | Food Industries ......... 186 197 
Butane-Propane News ... 107 741 Peod Packer .....cc.cse. 54 50 
"rer — a *91 | Foundry ........ <ianstave *228 *189 
Ceramic Industry ....... *§106 COE PE 6 oe web bh ec0k chavecnss 51 43 
Chemical & Engineering Gas Age (bi- w) ti ewane s $98 78 
TROIS AOD eins cane cues se fi29 116 | Heating, Piping and Air 
Chemical Engineering . 1287 834 Conditioning .......... ‘ 17 129 
Chemical Industries ..... *110 *108 | Heating & Ventilating eve 80 73 
Civil’ Engineering ........ 42 40|Ice Cream Review........ 100 85 
9 re Se 1185 182] Industrial & Engineering 
Construction Digest (bi-w) {148 127 Chemistry (two editions) 151 165 
Construction Methods Industrial Finishing 
CBBIRZ)  cscccdseccesvce ° 185 184 (44%x6%) ....45. bodes © 86 90 
CINE. ncivosunsecsce 50 44 | Industry & Power ....... 188 13 
Contractors & Engineers . Iron Age (w) ....... oo» *1578 *§689 
Monthly (9%4x14) ..... ‘ 58 58 | Machine Design ......... *254 *292 


en: sf. a completely integrated photographic service for the pro- 
nd uction of sound motion picture films ... for industry and education. 
Recording studio, editing, animation, and laboratory facilities . . . 


for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects ... black 
and white or full color. Write for further information. 


®@ Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 3 
@ Lab Capacity of 112,000 16mm. feet per day 4 


® Producing films by the 16mm. method 
for 15 years 


P 

1947 1946 

Machine Tool Blue Book 
SS rr 280 803 
CE: skiciwdducsaaes 802 350 
Manufacturers Record ... 45 52 

Marine Engineering & — 
ping Review .......... 20 166 
Mass Transportation ..... *85 *24 
Materials & Methods ..... 160 174 
Mechanical Engineering... 106 119 
Mechanization ........... #110 84 
Metal Finishing ......... 76 68 
Metal Progress ........... 125 165 
Milk Plant Monthly...... *60 *51 
SE Ge PRMD. vévccsccee 2386 260 
Mining & Metallurgy..... 29 29 

Modern Machine Shop 

3} Ea ae 294 $81 
Modern Packaging ....... *124 *151 
Modern Plastics ......... *195 *245 

Nationa] Butter and Cheese 
US ree 68 67 

National Petroleum News 
| RS eae 7 7100 
National Provisioner (w). $212 $174 


National Safety News.. 57 66 


Oil & Gas Journal (w).. *$451 *$495 
Gel WeGeEy CW). ccccccce 247 *$258 
Organic Finishing ....... 14 14 
Packaging Parade ....... 150 52 


Paper Industry & Paper 
. SR Ayer 86 82 


Paper Mill News (w).... *§7180 *§123 
Paper Trade Journal (w). “1198 *179 
Petroleum Engineer ..... 1185 1155 
Petroleum Refiner ...... - $3840 207 
Petroleum World ........ 46 68 
yl faa 1118 *103 
cba 8 stale £6 460 50-88 221 257 
Power Plant Engineering. 116 126 
Practical Builder (104%%x15) 84 29 
i are ene 60 64 
Product Engineering ..... *271 *378 
Products Finishing 

PEED <6 0.06945 56.0008 94 75 
Production Engineering 

and Management ....... 81 106 
Progressive Architecture. . 92 92 
|. J SRA 65 260 
Quick Frozen Foods and 

the Locker Plant....... *96 *107 
Railway Age (w)......... $222 259 
Railway Engineering and 

Maintenance ...... hibieuce 7 62 
Railway Mechanical 

=F eer 121 156 
Railway Purchases & 

ES ed oe a eee ab ad bus 89 112 
Railway Signaling ....... 27 81 
Roads & Streets.......... 82 SS 
Rock Products ..........- *134 *116 
Sewage Works Engineering 24 80 
SU igh ais as si cates Sele ah 50 50 
Southern Power & Industry 83 93 
TY ine katiwata cece’ *1487 *$583 
| Ree reer 12 15 
Telephone Engineer ...... *§62 *§59 
Telephony (W) ...éccceces *}101 *119 
Textile Industries ........ 159 8138 
TEE, WEEE 008 ch ice 0a0 244 204 
RE eee *98 *93 
Tool & Die Journal 

a re 114 133 
Traffic World (w)........ 91 96 
Water & Sewage Works.. 62 $154 
Water Works Engineering 

DE scare suk pea sbe as 74 54 
Welding Engineer ....... 93 79 
West Coast Lumberman.. 114 117 
Western Canner and 

Rr err *$1276 *$265 
Western Construction 

DE, S500 64) dbss-00060% 101 103 
WOOKWOTMGE os cccsscccss 71 72 
Woodworking Digest 

SOURED. dececceweeeeusé *124 *101 
World Petroleum ........ 56 58 

i wsGene tes eeeudeuex 16,667 17,429 

Trade Group 
Air Conditioning & Refrig- 

eration News (w) (11% 

Serr 4 1 61 
American Artisan ........ 107 88 
American Druggist ....... 172 181 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w) ....... *§256  *§2192 
Boot & Shoe Recorder 

rrr rrr *$368 *215 


Building Supply News..... lll 90 
Chain Store Age— 
Acministration Edition 


Combination ......... 29 34 
Druggist Edition ...... - $128 $142 
General Merchandise— 
Variety Store Edition. 149 149 
Grocery Edition ....... 121 118 
Fountain-Restaurant ... 26 23 
Commercial Car Journal.. $3808 $293 
Department Store 

Pree 104 114 
Domestic Engineering .... 152 154 
Electrical Dealer ........ 69 62 
Electrical Merchandising 

TED bec 6acdens 6s 5000 195 164 
Electrical Wholesaling ... 141 131 
Farm Implement News 

err - 168 145 
Fountain Service ........ . 50 29 
Fueloil & Oil Heat........ 108 114 
Geyer’ 3. . eee 100 87 
eee ere *16 11 
Hardware Age (bi-w). $498 $387 


Business as 
April Ad Volume 
Gains Minutely 


Cuicaco — Reversing a lengthy 


| losing streak, business papers last 
| month had 
|tising volume over April a year 
| ago. 


a slight gain in adver- 


Industrial Marketing’s 
|monthly tabulation, based on re- 
| ports from 208 publications, shows 
the papers had a year-to-year ad 
| volume increase of 0.24%. 

| The industrial, trade, class and 
|export papers carried 26,944 pages 
| of advertising last month, 66 more 
than the 26,878 carried in April 
1946. For the first four months 
|of 1947 they have carried 104,3 
pages, 2,119 or 2% fewer than 
| run in the same period last year. 


Advertising Age, May 12, 1947 


Pages 


1947 1946 
Hosiery & Underwear Re- 
i... MR te ee eee 158 186 


sepdeuas detsegass 1176 14] 
tulariowe rere ey pee 101 102 
Jewelers’ Circular- Keystorie $26 298 
Lingerie Merchandising . 86 68 
Liquor Store & Dispenser. 79 58 
Meat Merchandising...... 76 68 
DEM DOORN occ ccc cscvcnns 1113 99 
BEGlh SUPPUNCS 2. ccescccses 216 226 
A eer 162 15] 
2° See 1385 1% 
BEGUOE. GOCVICO 2 ciccceccss 186 171 
NJ (National Jeweler) 

PORGMTUAY, & cbc c0isscceas 804 303 
National Bottlers’ Gazette. 128 180 
National Furniture Review 78 7 
Office Appliances 

Coy! a 158 145 
Photographic Trade News. 596 97 
Plumbing & Heating 

(GSES ee eae 65 55 
Radio & Television 

OR hy are rrr re 88 15 
Sheet Metal Worker...... *77 *54 
Southern Automotive 

MONE Sea ckévaseesenss 182 109 
Southern Hardware ..... - $178 899 
Sporting Goods Dealer.. 1225 19] 
BE EE 4 > Seadnccedees 72 53 
Super Market Merchandis- 

SN io Ward. bas a8 ib aoe eho w e lll 107 
heatiesie Store Merchan- 

diser (44x65) ....... P 100 125 

0 ee eee ee 6,998 6,204 

Class Group 
Advertising Age (w) 

(ho oot | rere osos «6 $288 
American Funeral Director 182 63 
American Hairdresser ... 71 17 
American Restaurant .... 95 79 
Banking (7x10 3/16)..... 59 55 
Cleaning and Laundry 

WET Co 6d 46's o 0% 6.0.9.06.6 26 31 
po err 153 135 
Hospital Management. ease 71 4 
Hotel Management ....... lll 118 
Hotel et x 4 a aa downed *48 *54 
‘Hotel World-Review (w) 

SOUUOD 63 650450 000 00:0 *+38 *§43 
Industrial Marketing ieee 100 105 
RELY OD aeseccccsece *75 85 
Medica! Eccnomics 

CARO UED 46 cased bacd.de das 101 130 
Modern Beauty Shop..... 107 107 
Modern Medicine (semi-mo) 

COURUOUET Awan baW000 snes 43 161 
Modern Theatre .......... 81 27 
Nation’s Schools ......... 15 82 
Oral Hygiene 

C4 B/IGRT B/16) occeccccc 156 149 
Restaurant Management .. 82 69 
Scholastic Coach ......... 42 85 
School Executive-School 

Equipment News ...... 68 67 
School Management 

SUMMED cecec.e os 60 6.00 29 82 
What’s New in Home 

COUN: vc cndscccscce 97 73 

WOU. Wiaeevtekewedncées 2,072 2,134 


Export Group 
American Automobile 

(Overseas Edition) ..... 54 4) 
American Exporter 


(two editions) ......... 407 411 
Automovil Americano .... 15 67 
Caminos y Calles ........ 27 26 
FPOrmacenticd. seicccccccce 68 52 
Hacienda (two editions) .. 128 102 
rrr 19 15 
Ingenieria Internacional 

bs err 80 79 
Ingenieria Internacional 

SEE . Swen .e55.5. 546060 120 11! 
Petroleo Interamericano .. 61 63 
Revista Aera Latino- 

ST - *§58 *29 
Revista Rotario .......... ll 2 
Spanish Oral Hygiene 

(4 S/IGRT SFIS)  scscccesd 50 50 
Textiles Panamericanos .. 59 44 

BOE -actegsadensdrinecs 1,212 1,111 


*Includes classified advertising. 

§Includes special issue. 

1Estimated. 

||Last issue estimated. 

+Last two issues estimated. 

“Last three issues estimated. 

®Two issues. 

‘Three issues. 

tFive issues. 

5Standard 7x10 inch page starting May 
1946. 

*Figures based on 9%x18% inch type 
page. 

7Not including Petroleum Processing no. 
published separately. 

*Figure for Cotton. With January, 194 
ae Cotton became Textile Indus 


trie 

qwith ‘March, 1947 issue, Electrical Con 
tracting became Electrical Constr 
tion and Maintenance. 

£Standard 7x10 inch page starting Janu 
ary, 1947. ' 

*Figure based on 418/16x7 5/16 inc! 
type page. 


Industrial publications in Apr! 
carried 16,667 pages, 4.4% less 
than the 17,429 of April last ye’ 
In four months these 125 papers 
have carried 64,002 pages, dow! 
7.4% from 1946. Forty-five in the 
trade group last month carried 
6,993 pages, 12.7% over the 6,204 
carried a year ago. In four monins 
they have run 26,633 pages, ul! 
11.3% over the same period of °46 

Twenty-four class publicati: 
carried 2,072 pages in April, a loss 
of 2.9% from April, 1946. T! 
far in 1947 they have carr 
8,321 pages, 135 or 1.6% more tl! 
last year. A 9.1% gain was reg's- 


,| group, 


57 | 5,401 


tered in April by 14 in the exy 
which ran 1,212 pages 
advertising. These papers carr 
pages in the first f 
|months, for a year-to-year 2°! 
of 3%. 
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‘Life’ Reveals 
Census of Retail 
Stores by States 


| 

NEw YorK—Life has released | 
preliminary figures on the num-| 
ber of different types of retail | 
establishments in each state and 
region of the U. S., as obtained 
for the magazine by Dun & Brad- 
street. 


The census shows compara- 
tively high numbers of shoe and 
apparel stores in the “clothes 


conscious” East; a high propor- 
tion of general stores with food 


in the South, of jewelry stores in 
the Far West, and eating and | 
drinking places in the Great} 
Lakes region. 

Life retained Dun & Brad- | 
street to compile the figures be- | 
cause of lack of an up-to-date | 
government census. The D&B fig- 
ures and Census Bureau figures | 
of the past are not exactly com-| 
parable, it is said. Life asserts, 
however, that incompleteness of 
the new figures does not affect 
the value of the study—made “in 
the middle of 1946’—as a guide 
for distributors. 

The study covers 371,795 food 
stores; 60,563 general stores with 
food; 46,770 general merchandise 
stores; 80,576 apparel _ stores; 
17,344 shoe stores; 58,897 furni- 
ture-household-radio stores; 21,121 
jewelry;. 171,575 filling stations; 
33,265 lumber and building; 40,- 
241 hardware; 169,184 eating and 
drinking; 21,897 wine and liquor, | 
and 52,269 drug stores. 

A breakdown shows, for ex- | 
ample, that seven  west-north- 
central states, with 11.1% of all, 
U. S. retail establishments, have | 
25.2% of all U. S. hardware 
stores and 15.2% of filling sta-/| 
tions, but only 8% of apparel, 
stores. The six New England | 
states, with 7.1% of all stores, 
have 11.3% of wine and liquor. 
shops and 10.5% of general mer- 


chandise stores, but only 2.4% of | 


general stores selling food. 

In all nine regions of the na- 
tion, the number of drug stores 
was very close to the population 
of the areas, each region’s share 
of drug outlets being 1.2% or less 
at variance with its share of the 
total of all retail stores. 


‘TIME CANADIAN’ 
READER SURVEY MADE 

NEw YorK—A survey of brand 
preferences and reader back- 
ground of subscribers of Time 
Canadian has been completed by 
the research department cf Time- 
Life International. 

Findings cover age, size of 
family, education, occupation, liv- 
ing accommodations and buying 
habits of 1,764 subscribers who 
responded to a two-page ques- 
lionnaire mailed Oct. 22, 1946. It 
was sent to 3,555 names taken 
from 1,778 pages listing all sub- 
ibers to the Canadian edition. 
The study shows a median age 
of 40 years; an average family of 
people; 59.8% of subscribers 
business, 20.8% in professions, 
6.5% in government or armed 
ervices, and 8.9% housewives, re- 

od, etc. Nearly all subscribers 

n radios, two-thirds have me- 
hanical refrigerators and wash- 

machines, three of four own 


automobile, and nine of 10 
ve life and fire or accident in- 
ance. 


RCA, Philco Sets Lead 
RCA 


2: 69 


radios are owned by 
; Philcos by 22.2%, General 
Eectrics by 18.4% and Westing- 
ise by 11.1%. Subscribers’ 
lios are seven and a half years 
{ on the average. One of seven 
ins to buy a radio soon. Of 


| these, more than half have not|ence among the 17.3% who will 
| made up their minds about what| buy such appliances this year, 
| brand to buy. Philcos will be | and G-E (including Hotpoint) 
‘bought by 16.6%, RCAs by 8.1%,|Tanges, first choice over other 
|G-Es by 5.4%, Westinghouse by | ™akes of gas or electric stoves. 


2.7% and other makes by smaller 
numbers. 

Another 16.6% will buy radio 
phonographs. Nearly half have 
not made up their minds on 
brands, but 17.8% will buy RCAs, 
11.5% will take Philcos, 8.3% 
take Stromberg-Carlson combina- 
tions, 4.5% take G-Es and 2.5% 
take Northern Electric combina- 
tions. 

Similar figures show Bendix 
washers preferred by most of the 
14.5% who will buy washers and 
have made up their minds on 
brands; G-E and Frigidaire re- 
frigerators, in the lead in prefer- 


| No Rubbing wax and Old English | 
scratch cover polish, and 33) 
papers for Aeromist glass cleaner. 
| Magazine insertions are regularly 
scheduled for 3-in-One oil with 
bi-weekly insertions in leading 
rotogravure sections. In radio the | 
company will run daily spot an- 
nouncements throughout the year | 
on 14 stations across Canada. The 
account is handled by W. Earl 
Bothwell, Inc., Pittsburgh. 


Boyle-Midway Schedules 
3-Media Canadian Drive 

Boyle-Midway, (Canada) Ltd., 
Toronto, will use newspapers, 
magazines and radio to Ci up 
the “biggest sales in its history,” . 
with special emphasis on Moin- Offers New Service 
Ded and Fly-Ded. Moth-Ded in- | Westinghouse Electric Appli- 
sertions will appear in Canadian | ance Division, Pittsburgh, through 


Home Journal, Chatelaine, Laj|retail stores associated with the 
Patrie Rotogravure, MacLean’s | division, is offering a new, while- | 
and National Home _ Monthly,| you-wait, personalized kitchen|® 
while Fly-Ded advertisements |and laundry planning service for | #\ 


will run on a 10-week schedule | consumers, complete with a full-| 

in 60 Canadian dailies. | color picture of the plan. The new 
Boyle-Midway is also using a| service will be available nationally 

60-paper schedule for Old English | on a limited basis this year. 
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420,000 DAILY 


Wi Ni \\ Po 
AN eA 


———————— 


Movie Advertising in theatres gets results because it sells through both 
the eye and the ear. It’s the only national advertising medium which 
sells three ways — by sight, by sound, by demonstration — to an audi- 
ence that is relaxed and receptive. 


You Can Test 


paign will prove what it will do for your product. 


HOW TO 


MAKE A 


select from our lists — a market prefer- 
ably with good distribution for your prod- 
uct but poor sales. 


© A producer will write and produce three 
or four advertising movies for you, based 
on your sales points and the theme of your 


current advertising. tion. A representati 


We'll have these movies shown in the- 


atres in the test area. details. Phone or w 


Cl oe 


-¢ ee 


| Movie ADVERTISING 


New ve 1, 
4 45th Street Chicoge 
aes a 73 North michige” venue 
MIO-WEST 
t 


es 
asseeek 
ay 


me 


*“Nome turnished on request 


Member Companies: UNITED FILM SERVICE, Inc. Kansas City * Chicago * 


MOTION PICTURE ADV. SERVICE CO., INC. New Orleans * New York * 


Sead EL 


k17,N ¥. + Phone MUrray Hii 6-3717 


es ae 
Ms 
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Movie Advertising 
For As Little As $15,000 | 


Sales went up as much as 21% in a 12-month period when movies 
were added to the advertising schedule of a nationally-known 
bread*. Movie advertising in theatres has produced outstanding 
sales results for many nationally advertised products. A test cam- 


1 Let us lay out a test area in a market you 4 We'll let you be the judge of the effec- 
tiveness of this test campaign. 


This test, including your film produc- 
tion, can be conducted for a cost of from 
$12,000 to $15,000 depending on the test 
area selected and the quality of film produc- 


ve of the Movie Adver- 


tising Bureau will gladly give you complete 


‘rite us today. 


ih 
io 


ge 


BUREAU 


+ Phone ANDover 3022 


Cleveland 
Atlanta * Birmingham * Memphis) 


Representatives throughout the 48 States 
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To the Editor: As a “hick” 
agencyman from Boston, I’d like 
to comment on the “spectacular” 
displays I saw in Times Square 
on my recent trip to New York, 
the first since the war. During 


the war blackout, of course, there | 
was nothing to see, but this time | 
I went over to Times Square just | 


to learn from the advertisers | 
what I should buy. 
Well, I’m not buying any of 


it, because it doesn’t sell. Our 
great advertisers, who decry boon- 


doggling by the government, evi- | 


dently never think twice about 
their own great illuminated boon- 
doggle, Times Square. To an un-| 
sophisticated outlander, who be- 
lieves that advertising’s main 


=This department is a reader’s forum. Letters are welcome. 
‘Backwoodsman’ Makes 
Spectacular Observations 


mission is to sell, 
appalling waste. 
Take the “Four Roses” 
tacular, for instance. 
down around 46th or 47th St., I 
had to crane my neck to an un- 
comfortable angle to see the sign 
because it was so high. Then a 
Kinsey’s liquor sign obstructed 
| the view so that I could see only 
parts of the roses and the upper 
half of the lettering. In a desire 


it’s just sheer, 


“perspective,” however, I walked 
back to 43rd St. and took an- 
other gander. Love a duck! Gentle- 
;men, I could now see all of the 
roses and all of the lettering. That 
darn Kinsey’s sign still seemed to 


spec- | 
Standing 


to achieve the magic New York} 


| body of the sign. 
“spectacular” boys! 
It soon dawned on me that they 


|tion—just the four 
roses on either side of the sign, 
and the lettering on top. If I 
|weren’t an old devotee of their 
intoxicating liquid, I wouldn’t 
have known whether they were 
advertising a florist show, a per- 
fume, or, perhaps, pyramids. 
my own information I took a sur- | 
|vey of 50 passersby, and asked 
them, “Do you know what Four 
Roses is?” Fifteen of them did| 
not! In other words, if three out | 
of 10 of those people had looked | 
at that sign they would have had 
no idea what Four Roses is, be- 


Clever, these 


didn’t mean to have an illustra- | 
suspended | 


For 
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teful letel | to the identity of the advertiser or 
wastefulness completely Over-| the nature of the product, unless 


| Shadows its product. Of the thou-| one looked closely and observed 


|sands who pass through Times | the bunch of car keys clutched in 
|Square nightly there are very} ‘the chubby fingers. 


— who — the time, or, in| Billposters were questioned by 
the vast, shoving crowds—the|.urjous passersby, newspapers 


obstruct the view, though, for I, cause the sign doesn’t carry a 
thought there should be an illus-| picture of the product. 

tration of the Four Roses bottle} Or take the Schaefer’s 
in what should have been the| sign. 


beer 
That display of animated 


an advertiser 
wants to see 


SPOTS . BEFORE THE EYES 
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Numbers indicate ratie circule- 
tion, September, 1946, to occupied 
dwelling units, 1940 census. 


THE GREATEST 


From Wichita to San Antonio, includ- 


ing Dallas, Fort Worth and 
other 
more 


THE SUNDAY OKLAHO 


Oklahoma cities, some more than 200 


Sunday newspaper approaches the 
than 200,000 paid c 


SUNDAY CIRCULATION 


of any Southwestern Newspaper 


miles from Oklahoma City, the ratio of 
circulation to occupied dwellings is above 
75%. In 92 cities, the ratio is 40% or 
greater. All of which explains why adver- 
tisers who know the Southwest insist on 
using THE SUNDAY OKLAHOMAN. 


Houston, no 


irculation of 
MAN. In 50 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


f op téAé nted by the at, 


oo 


THE ORLAHNOMA PUBLISHING CO 


rit 


DEnwvi® AMD WEEE 


y 
gency, —Incerporated 
ge cy CoG CVALEL 


mPpanr THE FARMER - STOCK MAN wer ORLAHOMA CITY—HVOR, COLORADO SPRINGS 


PEORIA AFFILIATED 1% MANAGEMENT 


entranced by the sign, but is she 
going to buy Schaefer’s beer? Not | 
if New York’s finest have their 
| way! 


| Douglas Leigh? A good many of 
the signs are flashers, 


on unperturbed by 

parent., All of which prompts the | 

verse— 

The pretty signs flash off and on, 

But Douglas Leigh burns on ’til 
dawn! 

Complicated surveys undoubt- 
edly have been taken to prove 
how many millions pass the signs 
daily. But has anyone estimated 
how many of those people pass 
through in automobiles and taxi- 
cabs so fast and so lowly placed 
that they can’t see the signs? Has 
anyone estimated how few in 
those millions will pause to take 
in a free five minute show? Has 
|anyone estimated how many of 
those million understand signs 
that are so brief they don’t even 
|carry an illustration of the prod- 
|}uct? And, lastly, has anyone esti- 
|mated how few of these millions 
-are passing by in airplanes—the 
|only ones, besides our skyscraper 


| workers, who can really see the)! 


|signs, piled high atop one an- 
| other? 

“Well,” you say, “if nobody can 
see them, or understand them, or 
buys because of them, they still 
bring the advertiser prestige be- 
cause they’re in Times Square, 
Crossroads of the World.” Now 
you’re selling Times Square, but 
remember that it and a little more 
property were sold a few years 
ago for $24—and without the aid 
of electric signs! 

If they’re placed there to sat- 


I suspect is the case, then let’s 
cut out all this silly prattle about 
advertising’s mission being to cre- 
ate demand, to sell more goods, 
to keep more people employed, 
etc., for those signs are_ sheer, 
utter waste. 

I may be a_backwoodsman 
among advertising men, but when 
enough advertisers are convinced, 
as they will be, that spectaculars 
piled so high you can’t see them, 
and so brief you can’t under- 
stand them are nothing but in- 
candescent frauds—why, then I'll 
| have been a frontiersman! 

Wo. E. BOEDDENER, 
Cambridge, Mass. 


a, 


| Mystery Baby Picketed 


| To the Editor: All over the 
country the question was asked, 
‘Whose baby is that?’”—when the 
April Ford teaser poster first ap- 
peared on the boards. The first 
poster, you will recall, showed a 
beautiful baby in its birthday 
clothes, and nothing else on the 
poster either! The cute youngster 
was stretched full length across 


the entire poster with no clue as 


sure-footedness —to watch the | 
whole show. I saw a little seven- | 
year-old girl who was plainly | 


but that | 
credit line to Douglas Leigh burns | 
its nervous | 


isfy the advertiser’s vanity, which | 


commented, some with Page | 
stories and pictures, radio com- 
mentators took it up, thousands 


|of people called the outdoor | ad- 


vertising company offices, asking 
for the answer. Perhaps no re- 
cent poster in years has created 


| And who or what should these /so much attention and interest. 
signs advertise—the product or | 


One of the cleverest “tie-ins” 
noted, was the story and photo- 
graph appearing in the Gazette, 
Chillicothe, O. The Marsh Diaper 
Service was on the job! They had 
a placard painted, similar to those 
used by strikers in picketing 
Beautiful Miss Finley, a_ high 
school sophomore, held the sign, 
while a willing newspaper pho- 
tographer snapped the picture. A 
four-column feature story on the 
front page of the Gazette on Apri! 
12, was the result. The placard 


read, “This Baby Unfair to Marsh 
Diaper Service.” Miss Pauline 
Holdren, manager of The W. L 


Denny Outdoor Advertising Com- 
pany, Chillicothe, an affiliate of 
the Columbus Outdoor Advertis- 
ing Company, said she was as 
much surprised as anybody when 
the picture and story appeared 
but that the whole town had bee: 
talking about the poster and man) 
had called to get the answer! 
When the identifying overlays ap- 
peared on the poster, after about 
10 days, 


other story about it, naming the 
advertiser. 
G. C. WALDRON, 
General Manager, Columbus 


Outdoor Advertising Com- 
pany, Columbus, O. 


v v v 
Payer Tosses Posy 
To the Editor: 


AGE and to Mike Hughes for the 


|little piece on Borden’s radio 
plans. As you know, the radi 
trade press has been having 


wonderful time kicking the bal! 
around by the process of conjec- 


ture and conclusion jumping. Un 
til Mike called me up, no one sa\ 


| fit to find out what was in the 


| mind of the sponsor who perforn 
the nominal 
the bills 
cisions. 

When Mike called up I state 
the case as frankly and clearly :‘ 
possible and this was complete! 
| reflected in your story. 

For all of which we are grat« 
ful. 


and making the de 


STUART PEABOpy, 
Assistant Vice-President, The 
Borden Company, New York. 


v v v 
Pioneer Bewails 
‘Mischief’ in Research 
To the Editor: My congratul 
tions to you on the editorial “Le' 
Keep Research in Its Place.” 
agree with every word of it. I’ 


been preaching this doctrine tf 
years and think I am practicing 
now. 

As one who did a good deal 
the pioneer work in selling t! 
market research idea and di 
veloping market research practi 
I sometimes feel like Pando 


the newspaper ran an- 


I would like to 
pass a posy along to ADVERTISING 
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and stand somewhat aghast at the 
mischief that has been set afoot. 
There is too much researching 
and too many researchers and not | 
enough research. There is lots of 
gravy but mighty little meat. 

Still I think we must comfort 
ourselves with the thought that 
charlatanism is an _ inescapable 
phase in the development of any 
new science and that charlatans 
always die young. 

Roy EASTMAN, 
The Eastman Research Or- 
ganization, New York. 
7, F- ¥ 


Verse Tells Her Story 


To the Editor: The St. Joseph 
News-Press and Gazette is con- 
ducting a survey in which read- 
ers are asked to select best ads 
and also to write a letter telling 
what they expect of an ad. 

We have received numerous | 
letters, and a great many of them | 
contain very valuable informa- 
tion to the merchant. This week, | 
however, one contestant, Mrs. 


verse and it seemed good enough | 
to pass on to you: 


If I Were an Ad 


If I were an Ad, I'd like to be | 

A thing that people would like to | 
see! 

I'd like to be something, with 
charm and grace 

Like lavender, old gold, and lace! 


I'd hate to be common, or drab, 
or cheap, 

Or something just crowded into a 
heap! 


I'd like to hear the reader say: 
“T’ll go shopping, this very day!” 


I'd like to have glamor, and charm, 
and more— 

Then watch the buyers line up at 
the store! 


I'd not want to roar, or rave, or 
scream— 

But rather to glow, and smile, 
and beam! 


My aim would be to tell, each day 
The truth, in a nice, convincing 
way! : 


If I were an Ad, I'd like to be 
A welcome guest, in your family! 
Victor A. MODEER, 
Advertising Manager, St. Jo- 
seph News-Press and Gazette, 
St. Joseph, Mo. 


= & 


‘Things Are Different’ 


To the Editor: The enclosed ad 
from the Atlanta Constitution may 
not be a new twist—but if you 


LOST AND FOUND al ad 

LOST — our reputation during the war, 
building it back fast. Call Yellow Cab, 
WA 0200, and you'll find out things are 
different now 


BHANU-SEWN Site 


haven’t seen it I thought you 
would be interested. 
W. D. CRELLEY, 
Advertising Manager, General 
Electric X-Ray Corporation, 
Chicago. 


7. FF 


‘Outdoors’ Wins Fame 


the design for the 1947-48 Federal | March 23. 
Duck Stamp. 


made in competition with some of | 
the country’s leading nature 


‘Frantic Advertiser 
Wants a Tiper 


peared in the classified section of | pressions are created, and opin- 
E. C. Baird, put her views into) the Cincinnati Enquirer, Sunday, ions formed. 


To the Editor: We would like to | 


ill your attention to the fact that | 


utdoors Magazine won a very 


mnsiderable amount of fame dur- | 


g the month of April. 
In the first place, the April is- 
ie of Reader’s Digest carries a 


ory originally appearing in the 
larch Outdoors, entitled: “How 
mart Is a Fish?” 

Still another feather in Out- 


oors’ cap is the fact that the U. S. 
ish and Wildlife Service, Depart- 
ent of the Interior, has noti- 
ed Jack Murray, staff artist, that 
is art work, featuring a pair of 
iow geese, has been chosen as 


It attracted my atten- 

tion, not because I can type, but! variety. 

This award to Jack Murray was | because it was so cleverly written. 
WoNtEd 

Some one hoo can tipe. 


wrong 


ness and industrial executives are 
putting their worst faces forward. 


N. W. DEBERARDINIS, 
Advertising and Sales Promo- 


ward. 
LISA 


tion Department, Westing- To prove this to yourself, study 

house Electric Corporation, the next newspaper picture you 

Pittsburgh. see of a business executive. Or, ae 
* £ 9 take a look at pictures of execu- 


Capitol First to 


tives which appear in annual re- 
ports or other special publications 
which go out to the man and, To the Editor: 
To the Editor: The enclosed ap- | woman on the street—where im- | viduals who are 
| children’s 


Nine out of ten! our 


photographs are of the ‘“‘sourpuss” 
They are grim and cold. 
Pictures like these create the 
impressions. 
the pity of the situation. 


And that’s 


artists. Fashion Frocks, Inc. — The men who run American 
O. H. P. RopMan, “A Good Place to Work business and industry aren’t a 
President, Outdoors Magazine, 3301 Colerain different breed. They’re  thor- 
Boston. a is vig aaa iin te ta beg roan oughly human and warm. Why 
ne } a #2. VOnes Vompany, shouldn’t their photographs re- 
Falsely Accused? Cincinnati. flect these characteristics? 
| To the Editor: Disregarding the y,gvy Photographs should—and can— 
[egy hats ga ig age nal ‘Look Pleasant, Please’ sebagai Bc ie 
‘conspicuous anyway—it’s incred-| To the Editor: Public relations geutives is something Ra 
‘ible that such a lovely creature,;men go to great lengths to in- Going for a long while. 
could be identified as “Dry” (AA | fluence opinion, yet I’ve noticed PR people should insist on 
| April 21). _that public relations-wise busi- 


execs putting their best faces for- 


LENGYEL, 
New York. 
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Use 


Sonovox in Album 


Several indi- 


familiar 


recent story 


with | 
albums have called to 
attention your 


67 


concerning the “Chug-Chug”’ chil- 
dren’s album by Jackalee Records. 
It is noted that your story says 
the album is the first children’s 
album to use the Sonovox. For 
your information, the Capitol 
Record album of ‘Rusty in Or- 
chestraville,’” which was released 
on Oct. 7, 1946, made use of the 
Sonovox. 
DANIEL 
Information 
Records, Inc., 
[Editor’s Note: AA was told, 
apparently incorrectly, that the 
“Chug-Chug” album marked the 
first Sonovox voice used in a chil- 
dren’s album. We’re glad to set 
the record straight. } 
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Ask for | CARDY-LUNDMARK CO. 
Semples | 1801 BYRON ST. — CHICAGO 


E. ANDERSON, 
Bureau, Capitol 
Hollywood. 


| CAR CARDS” oe 
. i 
DIRECT 


DECAL SIGNS 


Decal window signs are ‘sales clinchers!"" They show shoppers “where 


to buy!”” Your radio program interests them; your newspaper, maga- 
and 


zine, billboard and car card publicity appeals to them ‘‘at home 


“enroute.” A colorful Decal sign on your dealer's storefront completes 


the job. The space is free, and Meyercord Decals utilize it to bridge 
the gap between all other forms of advertising and the criti al “‘point- 
of-sale.”” Company names, trademarks and product illustra 


tions are produced in any colors, designs or sizes. They're 
washable, durable and easily applied—either single signs o1 
as a complete store front and valance Decal sign program 
Sen d for \evercord's full-color Decal sign *‘ Ad-\ ' Brochure. 
It's FREE. Shows where and hor » use Decals. Ad De Y 


H 1 ° — it wee N\A ; ie 


: Comple te Your Ad Job at f the 
01M T-of- -SALE 


Perr rr. 


menor Monbot Lithegnshic Technical founded 
eM EYE RC ORDé 


World's Lorgest Decal ev cnee 


44, IL 


ADVERTISE - IDENTIFY - DECORATE...WITH MEYERCORD DECALS 
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International Moves 


International Advertisers, ex- 
port advertising agency, has 
moved its offices to 415 Lexington 
Ave., New York 17. 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy to 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 


So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 
Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great and 
growing market through economi- 
cal advertising. Write now. 


| 


/column to color pages scheduled 


Harvel Watch Schedules 
Father's Day Campaign 

Harvel Watch Company, New 
York, will emphasize its feature 
watch, “The Date-O-Graph,” in 
a Father’s Day campaign of one 


for early June issues of Collier’s, 
Life, New York Times Magazine, 
The Saturday Evening Post and 
the July Father’s Day issue of 
Esquire. The Date-O-Graph tells 
the month, date, day, hour, min- 
ute and second, and retails for 
$55, federal tax included. 

The campaign will be extended 
after Labor Day to include Cos- 
mopolitan, Ladies’ Home Journal, 
Time and Vogue. Roy S. Durstine, 
Inc., New York, is the agency. 


Extends Time for Moving 
N. C. Outdoor Posters 


At the request of the Outdoor | 
Advertising Association of North 
Carolina, the North Carolina State 
Highway and Public Works Com- 


mission has granted another ex- 
tension for compliance with its} 
order calling for removal of 4ll| 
outdoor posters less than 50 feet 


from the center line of highways | 
outside cities and towns and all! 
those which are considered haz- | 
ardous to the highway rights-of- | 
way. This action moves the dead- | 
line back to the end of 1948. 

The reason for the request is | 
that outdoor poster firms have) 
been unable to obtain labor, 
equipment and materials needed 
to move the signs. 


Bragarnick Heads AVC 
Advertising Group 


Robert Bragarnick, research 
supervisor of Ted Bates, Inc., New 
York, has been elected chairman 
of the Press, Advertising and 
Radio chapter, American Veterans 
Committee. 

Other officers are Hal Davis, 
publicity director, Kenyon & Eck- 
hardt, vice-chairman; Peter Witt, 
assistant producer, 20th Century- 
Fox, vice-chairman; Milton Fel- 
sen, publicity director, Brewery 
Workers of America, vice-chair- 
man; Jane Barton, head of the 
publicity company bearing her 
name, secretary, and Victor Sack, 
associate, Radio Production Serv- 
lice, treasurer. 


WASHINGTON—Department store 
sales in the U. S. were up 14% in 
the week ending April 26 from 
sales volume in the corresponding 
week of 1946, Federal Reserve 


Board figures show. 


volume was lower, however, than 


in the previous week. 
The substantial 


with 
week of 1946. 


compares 


volume for the latest week was 
2% under the previous week and 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


14% 
largely due to the fact that 
the post-Easter 
Actually, 


The 


Week to Apr. 26, ’47*.p265 
Week to Apr. 19, ’47*.271 
Week to Apr. 27, ’46* .232 
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MAY 12, 1947 


This is National Hospital Day. 


100 EAST OHIO STREET « CHICAGO 1} 


Since 1921, when it was established by Hospital Management, the 
birthday of Florence Nightingale, the Lady of the Lamp, has been 
the occasion for special recognition of the unique and indispensable 
services of the hospitals and their nursing and medical staffs. 


Hospital Management set up this program because of the keen 
realization of its late, great editor, Matthew O. Foley, that better 
understanding of the hospitals and their needs would create greater 
community understanding and support. The enthusiastic observance 
of National Hospital Day by thousands of hospitals and millions 
of community friends and supporters everywhere has made it one 
of the greatest events of its kind in the world. 


Visit your own community hospital today. Then think of its 
myriad activities and those of other hospitals all over this great 
country. Their needs combine to make a market magnificent in size, 
tremendous in future potential and as stable as the American home. 


In that great market Hospital Management continues to exercise 
editorial leadership and to promote every worth while program 
for the improvement of hospital service to the public. 


Arpad Nanasement 


1 


Month of March, ’47*.p265 
Month of March, °47. .277 


*Not adjusted seasonally. 
pPreliminary. 


16% below peak Easter sales 
reached late in March. Unit sales | 
volume is still below that of last 


| year. 


Gains in the reserve districts in | 


the week ending April 26 ranged | __ 
\from a 7% 


increase in the Dallas | 
(11th) district to a gain of 22% 
in the Philadelphia (third) dis- | 
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trict. Among cities, Boston, with 
a 37% jump, and Indianapolis, | 
with a 33% dollar gain, had the) 
greatest increases. Atlanta, re- 
porting a 5% year-to-year loss, 
was the only city showing a de- 
crease for the week. 

Yr.-to-Yr. ‘> Gain 


Agency Seeks Reduction 
in Production Costs 


Ridgway Company, St. Louis 
agency, has sent letters to its sup- 
pliers and to its clients (wit! 
which was enclosed the supplier’s 
letter) concerning the increasing 
costs of advertising production. In 
the letter to the suppliers, the 
agency urged suppliers to help it 
simplify mechanical operations, 
yet turn out quality advertising 
The clients’ letter told of the 
agency’s desire for economy, and 
suggested the occasional repeat 
insertion of an espécially good ad 


leading 
tional D: 


Seamprufe Names Harris 

Seamprufe, Inc., New York, 
manufacturer of slips and lingerie, 
has named Lester Harrison, Inc. 


2-Mo. Mo. Wk. 
Federal Reserve Jan. of Apr. 
district and city Feb. Mar. 26 
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Boston District ... 12 p15 19 
New Haven . & 7 5 
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Cincinnati ...... 12 11 8 
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Ohio Sixth, Says 
‘Cleveland Press’ 
Liquor Analysis 


CLEVELAND—Despite the fact 
that its totally dry townships rose 
from 331 to 337 (25% of the state) 
by the end of 1946, Ohio’s con- 
sumption of distilled spirits ad- 
vanced from 7,631,785 gallons in 
1945 to 8,878,297 in ’46, placing 
the state sixth in the nation in 
consumption, according to the 12th 
Annual Analysis of Ohio Liquor 
Sales, published by the Cleveland 
Press. 

Total Ohio liquor sales, the 
study shows, amounted in 1946 to 
$139,326,958. Eight big-city coun- 
ties represented $96,848,356 of this 
amount, including Cleveland 
(Cuyahoga county), which ac- 
counted for more than $41,000,- 
000, and led the state in per capita 
sales with $33.54. The statewide 
per capita expenditure amounted 
to $20.40. 

In gallonage, the Cleveland area 
again led, with sales of 3,155,657 
gallons, 73.8% of which were 
spirit blends. Brandy accounted 
for only 2.7% of the Cleveland 
total. Total Ohio state liquor 
sales (not consumption) amounted 
to 9,228,575 gallons. 

In brand preferences, PM De- 
Luxe led with more than 1,000,000 
gallons in sales. Schenley Reserve 
was second, Three Feathers third 
among listed rankings of 57 lead- 
ing brands. The study also shows 
that there has been a _ distinct 
trend during the past six years 
toward spirit blends, which now 
account for 71.8% of sales. Among 
leading vendors by gallons, Na- 
tional Distillers Products Corpo- 


ration led, followed by Seagram 
Distillers Corporation, Schenley 
Distributors, Inc., Three Feathers 
Distributors, Inc., and Hiram 
Walker & Sons, Inc. 


Lithographer Installs 
G-E Voltage Stabilizer 


Charles M. Falk Company, San 


Fragcisco lithographer, has  in- 
stalféd a General Electric voltage 


stabilizer, said to be the first in- 
stallation in the industry, which 
reportedly is accomplishing a re- 
duction in negative spoilage and 
a decrease in time losses caused 
by varying voltage conditions. 

The voltage stabilizer delivers 
a constant output of 230 volts 
when connected to an ordinary 
power line whose voltage varies 
between 190 and 260 volts, and 
eliminates the influence of other 
electrical loads on the line. These 
factors had been found responsible 
for variations in color negative: 
and densities in black-and-white 
negatives. 


LBI Names Whiting 
to President's Post 


Rear Admiral F. E. M. Whiting, 
USN, will become the paid presi- 
dent of Licensed Beverage Indus- 
tries, Inc., New York, in mid- 
June, after his retirement from 


the Navy. -Adm. Whiting is cur- 
|rently commander, naval base, 
New York. 

His post is a new one. Both 


LBI’s honorary president, Thomas 
F. McCarthy (also president of 
Austin, Nichols & Co.) and its 
managing director, Stanley Baar, 
will continue in those capacities. 
Adm. Whiting was graduated 
from the Academy in 1912, com- 


| manded the battleship USS Mas- 


sachusetts in the North African 
landings, and a cruiser in action 
around the Palaus, Philippines 
and Okinawa. 


FARM 


APRIL 


1946 1947 


Number of Advertisers 


Farm Equipment Retailing 
Doubles Number of Advertisers, 
Gains 30% in Circulation in 
First Year of Publication . . . 


Lusty circulation growth from 15,500 to| 
20,887 with no increase in rates makes 


EQUIPMENT RETAILING an 


unusually fine buy for advertisers. More 
than double the number of advertisers. 
in the original issue now use FARM 
EQUIPMENT RETAILING to reach 


the “Cream of the Farm Equipment 


Market.” 


CIRCULATION 


Dealer-owners sign the orders and 
write the checks. The top 85.6% of 
these “Key Men” are members of 
the National Retail Farm Equip- 


ment Association . 


RETAILING, their own official 


in the pages of this first-read 
and best-read publication. 


| own 


. they sub- 


scribe to FARM EQUIPMENT 


| 
paper. Reach them effectively | 


Kemsley Newspapers, Ltd. 


Viscount Kemsley’s Review 


The twenty-third ordinary general 
meeting of Kemsley Newspapers, Ltd., 
was held on April 14 at Kemsley 
House, London, England. 


Viscount Kemsley (Chairman) pre- 
sided, and was supported by the Hon. 
Lionel Berry (deputy-chairman), the 
Viscountess Kemsley, the Hon. W. 
Neville Berry, the Hon. Denis G. 
3erry, Mr. H. N. Heywood, Sir Robert 
Webber, Mr. V. Ewart Berry, Mr. H. 
J. Staines, Mr. William Veitch, Mr. 
W. W. Hadley, Mr. J. H. Oldham, Mr. 
E. Schofield, Mr. N. H. Booth, Mr. 
<. P. Francis, and the Rt. Hon. Wil- 
liam Mabane. 


After reviewing the financial 
year, Viscount Kemsley said: Dur- 
ing the past year those stable con- 
litions which so assist the manage- 
ment of business have been absent, 
both at home and abroad. Uncer- 
thinty has prevailed, and it has been 
our duty to plan our affairs against 
an ever-changing background. 


When the war ended it was, I think, 
evident to all who studied the facts 
that a crisis in our economic affairs 
was inevitable. Unfortunately the 
country was encouraged for too long 
to imagine that, notwithstanding the 
war, it could look forward immedi- 
ately to better times on easier terms. 
In consequence, when the alarming 
evidence of our critical position was 
disclosed the shock to the country was 
so much more severe. Internally, as 
Mr. Dalton was able to show on Tues- 
day, the reduction in expenditure on 
war purposes has enabled a steadier 
budgetary position to be restored, but, 
as he also pointed out, our external 


position remains grave, and I fear 
that we may still have unpleasant 
shocks to endure before economic 


equilibrium is restored. I am in no 
doubt that unless the whole world is 
to be dragged into slump, the impos- 
sible financial position in which this 
country finds itself must be recog- 
nised and remedied by our creditors. 


MR. DALTON’S BUDGET 


It remains to be seen whether Mr 


Dalton’s budget will assist in restor- 


ing that confidence which is the only 
sure basis of credit. If that be its 
intention, it is in contrast with the 
general legislative programme of the 
Government, which is by no means 
calculated to serve the same purpose. 
Until full confidence is restored both 
at home and abroad, trade and indus- 
try are not likely to experience those 
stable conditions which alone enable 
them to contribute in the highest de- 
gree to the general welfare. 


It is in these circumstances that 
your Board has the task of maintain- 
ing the progress and prosperity of 
Kemsley Newspapers, Ltd. Fortunate- 
ly we are free to apply within our 
undertakings those _ principles 
which, in my view, if applied nation- 
ally would so materially aid recovery. 


We have many difficulties to over- 
come. The newsprint outlook is much 
promising than we had hoped, 
and for a long time newspapers in 
this country are likely to be confined 
to meagre sizes. Moreover, not only 
is newsprint scarce but it is dear, and 
becoming dearer. This is a factor of 
serious consequence for-every news- 
paper in the land. In common with 
other industries, operating and 
operating wages continue to rise. As 
an indication of the magnitude of the 
new commitments let me tell you that 
comparing present expenditure with 
that of last year the increase in total 
payments to the staff is 35 per cent., 
which, as you will realise, in an un- 
dertaking of this size represents a 


less 


costs 


very substantial sum of money in- 
deed. These additional burdens de- 
mand the utmost economy and effi 


ciency in every branch of the business. 
Finally, our plans, long deferred, for 
building and re-equipment and re- 
placement are still far from the point 
of realisation. 


Nevertheless, these 
problems which 
by every other 
ing in the land, 


and many othe 
face us are shared 
newspaper undertak 


Let me restate our editorial policy 


Editorially a newspaper has three 


functions, equally important which 
need to be clearly separated 

A newspaper must present the 
news, both local and nationa witl 
the highest degree of accuracy bot} 
in presentation and balan 

It must provide instruct 
entertainment for it reade! 
cordance with their tastes 

Finally, it must make omme! na 
express opinion on the events of the 
day, whether they be of cal or f 


national interest and thi dut per 
formed as fe 


arlessly a it l per 
forme i} 


d honestly, endows a new 


with its character and individuality. 
In this matter of opinion, quite dif- 
ferent considerations arise. Free and 
fearless statement: of opinion is the 
very essence of democracy. Without 
it democracy must fail. Just as Par- 
liament is made alive by the cut and 
thrust of debate, so, in the country at 
large, the Press provides a great 
forum of opinion out of which, if ex- 
pression be free, truth will emerge. 


TOTALITARIAN EVIL 


The evil of the totalitarian method 
of ordering society is that those who 
have power seek to maintain it by 
preventing the expression of any 
opinion other than their own. The 
British people have always resisted 
any attempt to impose such restric- 
tions upon them. They would, I am 
sure, no less to-day, refuse to follow 
any who might seek to lead them 
along the totalitarian path. 


To-day in this country we have not 
reached that condition, and within 
our present system, which is still 
based on freedom, those who can be 
held responsible for the conduct of a 
newspaper are surely fully entitled to 
determine the opinions to be expressed 
and the comments to be made on 
public affairs. The funds of the Trade 
Union movement, of the Co-operative 
movement and of the Communist 
party are employed, to some extent— 
and I make no complaint—in conduct- 
ing daily and weekly newspapers and 
periodicals in which the views held by 
these bodies are expressed with de- 
termination and vigour, and the views 
expressed are rigidly controlled by the 
proprietors. Other newspapers and 
groups of newspapers are not so tied 
and so rightly claim full independence 
in opinion. If that right is challenged, 
then a fundamental right of the 
British people is challenged at the 
same time. It is in exercise of that 
right that Kemsley Newspapers, 
Limited, maintains that independence 
in opinion and in expression which 
[ am sure is in accordance with your 
desires, 


These and other aspects of news- 
paper production will, no doubt, be 
examined by the Royal Commission 
on the Press. It cannot, however, be 
passed without remark that, at a 
time when attacks are being directed 
against large and successful groups 
of newspapers, the Labour Party it- 
self should announce its intention of 
establishing a chain of six hundred 
ocal newspapers with editorial and 
ther matter supplied from London. 
Mr, Herbert Morrison, in the House of 
Commons, spoke of the newspapers 
“printed and published in proud pro- 
vincial cities,” and said, “I do not 
like to see these newspapers converted 
into chain newspapers.” Mr. Mor- 
rison’s words read strangely in the 
context of this latest announcement 
of the Labour Party as to its own 
intentions in this fleld. 


Our national daily, 
Graphic, is a newspaper which com- 
bines news, pictures and features of 
universal interest, while at the same 
time retaining an individuality which 
marks out for it a distinctive position 
as an organ of opinion. 


the Daily 


CHARACTERISTIC ENTERPRISE 
With characteristic enterprise the 
Daily Graphic, alone among British 
newspapers, has at the present time 
its own photographers both accom 
panying the Royal Family in South 
Africa, and attending the Foreign 
Ministers’ meeting in Moscow. 


The Sunday Times, whose circula 
tion has again risen substantiall) 
since I spoke to you last year, is in 
dispensable to all who wish to fol 
low the course of public affairs with 
accuracy. As a leader of 
opinion it has reached a position ot 
remarkable influence. Its champion- 
ship of the fundamental freedoms on 
which the British way of life is 
founded provoked a response as wide 
spread as it was overwhelming Afte1 
the publication of a leading article 
entitled: “The Twilight of Freedom,” 
from all parts of the country came al 
demand that the Sunday 


the closest 


insistent 


Times should put itself at the head 
fa new movement to resist furtl 
encroachments on the liberty of the 
ndividua ind to regain those liber 
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(ADVERTISEMENT) 


to serve the cause of freedom should 
collect around them others of like 
mind, and form “Unions for Freedom” 
which should study and discuss the 
vital problems involved, and consider 
further what useful action they might 
take at the appropriate moment in 
the political sphere. The Sunday 
Times undertook to maintain a link 
between the various bodies so brought 
into being, and to be a clearing house 
for information. You will be inter- 
ested to know that 200 such Freedom 
Unions have already been formed and 
that from week to week these associa- 
tions of liberty loving citizens grow 
in number and in importance. The 
response to the appeal of the Sunday 
Times reveals the extent to which the 
newspaper represents and expresses 
the feelings and desires of a large 
and influential section of the thinking 
people of this country. 

The Sunday Chronicle, the Sunday 
Empire News, and the Sunday Graphic 
are popular papers, each of which 
balances its editorial content to suit 
the differing tastes and interests of 
a large and varied body of readers. 
In the result, combined with our other 
two Sunday newspapers, the Sunday 
Mail in Scotland and the Sunday Sun 
from Newcastle, Kemsley Newspapers 
now reach a guaranteed net sale in 
total each Sunday of more than 5% 
million. We can be proud of every 
one of those newspapers and so sub- 
stantial a total circulation is sufficient 
evidence of the approval of’ our 
readers. 


IMPERIAL AND FOREIGN 
SERVICES 


You know it has always been our 
object to do all we can to serve the 
cause of Commonwealth and Empire. 
During the past year, under the able 
direction of Mr. lan Fleming, experi- 
enced Correspondents have been ap- 
pointed throughout the Empire, in ad- 
dition to those serving the group in 


every important foreign capital 
throughout the world. Offices have 
been opened in Australia, Canada, 


South Africa and India, and special 
representatives appointed in all the 
chief cities of our Colonial posses- 
sions. As a result, our Editors have 
at their disposal a great Imperial and 
Foreign News Service and, within 
this Service, our reporting of news 
from the Commonwealth and Empire 
is, I believe, of inestimable value. 

In furtherance of the same cause, 
the Kemsley Empire Journalists’ 
Scholarships were established during 
the year. The object of the scheme 
was each year to give to one journal 
ist from each Dominion an oppor- 
tunity of gaining first-hand experi- 
ence of British life and customs, of 
Imperial relations, and of British 
journalism. These men will, we trust. 
£0 back to their papers with a knowl- 


edge of these islands which will en- 
able them to play a useful part in 
the process of cementing goodwill 


throughout the Empire. To-day I 
would like to take the opportunity of 
welcoming the first holders of these 
scholarships. Mr. Stuart Tyfield has 
come from South Africa; Mr. Ray 
Gardner from Canada; Mr. Robert 


Westgate from New Zealand: and 
Mr Alec Robertson arrives next 


month from Australia. This scheme 
is a happy development of that other 
which provides for the establishment 
of Kemsley travelling fellowships at 
the universities of Aberdeen, Durham 
Glasgow, Leeds, London, Manchester, 
Sheffield and Wales. In addition, tray 

elling scholarships, administered in 
conjunction with the local Education 
Authorities, are awarded at each one 
of our provincial centres, for the 
benefit of young men and women be 

low university age. 

Very recently, action has 
taken in another sphere to encourages 
the spirit of adventure and enterprise 
\ fund of £100,000 has been set aside 
to provide loans to assist private fly 


beer 


ing and gliding clubs. These clubs 
which owing to the withdrawal of 
(Giovernment aid were facing a bleak 
future, will now be enabled to carry 
forward their plans and provide the 
younger generation—and some of the 
older with practical experience i 
the ail The acclaim which th 
ture na received oth officially ine 

vate ndeed most encouraging 
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Man, the old stone-turner, frequently makes some interesting observations. 
But, unless he happens to be going fishing, there never seems to be much 
to be done about them. Frankly, when it comes to making his life sublime, 
he’s pretty apt to look to a woman for suggestions. And get them. 


FOR SAI 
Mutual L 
6G. Ford 
Sales Mé 


For women seem to have the special ability to seize upon whatever 
they see and transform it into something related to themselves or 


their families. ‘heir endless quest for living material can go all the scientifi 
’ : asident 
way from an old stone-pile to the magazines they select to read. or 
We like to think that the extraordinary success of our magazine 
springs from a recognition of this omnipresent feminine characteristic. ae 
° y 
We believe that in the Journal women find more values for living. > 


And, since women read to live — and bring their reading to living, 
many advertisers tell us they believe their messages in the 


Journal share this special living scrutiny. 


"Never Underestimate the Power of a Woman" may have 


started as a solo; today it is practically a chorus. 
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AT BurFrALo 


by Gordon Kay 
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Site tet af opringtions wer Hiner 
ferven tennt Bean Pras 
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He alemty cussed his 
wie RO WAY OLE; Pemerwens War (0 


YOR Secreto eer er omen 


KOHLER os KOHLER 


IT'S NO TALE!—What appears to be a story on Page 3 of Collier's May 3 
issue turns out to be actually an “editorialized'’ ad for Listerine, made by 
Lambert Pharmacal Co., St. Louis. (Story on Page I!). 


CFAC AWARD WINNERS—These were among the 6! entries receiving awards for outstanding advertising in 1946, pre- 

sented by the Chicago Federated Advertising Club May 8. The upper three, run for Minnesota Valley Canning Co., Le 

Sueur, Minn.; Maytag Co., Newton, la., and Pepsodent division of Lever Bros. Co., Chicago, appeared in consumer maga- 

tines. The lower three appeared in business papers for Kohler of Kohler, Kohler, Wis.; Foote Bros. Gear & Machine Corp., 
Chicago, and Chase Bag Company, Chicago. (Story on Page 63). 


SWITCHES TO 50,000—Alexander H. Rogers II, grandson of the founder of 

WLAW, Lawrence, Mass., throws the switch at the control console of the sta- 

tion's new 50,000-watt transmitter in Burlington, Mass. Looking on are (left to 

right) Mrs. Irving E. Rogers; Allan B. Rogers; Mrs. Alexander H. Rogers, vice- 

president, and widow of the founder; Irving E. Rogers Jr., and his father, 
president and treasurer. 


FIESTA—Bob Jones, left, in charge of 
station relations of ABC's central divi- 
sion, conforms to Fiesta Week's tradi- 
tional garb in San Antonio, where he 
strums an accompaniment for KABC 
Station Manager Charles Balthrope. 


FOR SALES MANAGEMENT—Eric G. Johnson (left), vice-president of Penn 
Mutual Life Insurance Co., Philadelphia, receives for his company the Howard 
G. Ford Award, given annually since 1935, except for the war years, by the 
Sales Managers Association of Philadelphia for outstanding performance in 
scientific distribution of goods and services." George B. Beitzel (center), vice- 
president of Pennsylvania Salt Mfg. Co., made the presentation and Howard 
G. Ford, vice-president of the association and founder of the citation, seems 
to approve. 


CHOOSING A WINNER—Judging the finalists for the first national hich school essay contest on ‘What Advertising Can hae: 
Mean to the Future of America,’ sponsored by the Advertising Federation of America, are Dr. Paul Nystrom, professor of = 
SUCCESS IN CANADA—Congratulating each other on Vick Chemical Co.'s marketing, Columbia University; Barbara Daly Anderson, director of consumer research, Parents’ Magazine; Benjamin H. 
2oth year of business in Canada are Allan T. Preyer, who first introduced the Namm, immediate past president, National Retail Dry Goods Association and chairman, Namm’s, Inc., Brooklyn; Bernice Fitz- 
Yick trademark there during the 1921-1922 season, and Douglas J. Coyle, Gibbon, advertising director, Gimbel Bros., and Mrs. Helen Peffer Oakley, East Orange, N. J., former journalism professor at 
present Canadian sales manager. Mr. Preyer is now chairman of the board of the University of Illinois and past president, Advertising Wome of New York, Inc. Pat Cothern, Toledo, won first prize among 
N 


forse International, New York advertising agency handling the Vick account. 12,000 entries submitted by 36 local AFA clubs. 
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72 
Four Appoint Guzman 


Melchor Guzman Company, New 
York, has been appointed exclu- 
SIVé representative of 


ated by 
Station HRN, Tegucigalpa, Hon- 
duras, operated by La Voz de 
Honduras; Station HRPI, San 
Pedro Sula, Honduras, operated 
by El Eco de Honduras, and Sta- 
tion TGO-TGOA, Guatemala City, 
Guatemala. 


Station | 
G,> san Jose, Costa Rica, oper- | 
La Voz de la Victor; | 


WE ANNOUNCE 
NO 


INCREASE 
' IN RATES 
NATIONAL ENGINEER 


A JOURNAL FOR POWER 
ENGINEERS 


4 So. 15th S. 176 W. Adams 
Phila. 2, Pa. Chicago 3, Ill. 


‘Popular Science’ 


Celebrates 75th 


New York — Popular Science 
Monthly recently celebrated its 
75th anniversary with a dinner 
at the Waldorf-Astoria, at which 
David E. Lilienthal, chairman of 
the U. S. Atomic Energy Com- 
mission, was the principal speaker. 

Other speakers were Robert P. 
Russell, president of Standard Oil 
Development Company, and Ed- 
ward Weeks, editor of The At- 
lantic Monthly. Honor guests 


| were the editors and publishers | 


of eight other American maga- 
zines 75 or more years old. 


Mr. Lilienthal told the dinner: | 


|“If we are too stupid in dealing 


| 


master. The principal speech for |} 
the magazine was delivered by its | 
editor, Perry Githens. 


Kuehne Appoints Wiley 


Joseph H. Wiley, who has op- 
erated his own business in the 
Merchandise Mart, Chicago, han- 
dling a nationally known line of 
products, for the past few years, 
has been appointed sales man- 
ager of Kuehne Mfg. Company, 
Mattoon, IJl., manufacturer of 
dinette, kitchen and institutional 
furniture. Mr. Wiley succeeds the 
late Herman C. Schultz. 


Falk Appoints Ferree 


David S. Ferree has been ap- 
pointed district manager of the 
new Philadelphia sales office of 
the Falk Corporation, Milwaukee. 


|with atomic energy we will not | The Philadelphia offices are lo- 
have to worry about the ridicule! cated at 505 Race St. 


‘of our dependents.” 

Mr. Russell advocated the ex- 
|port of American machines and 
technical know-how to help re- 
'store economic balance abroad. 

Godfrey Hammond, publisher 


| 


} 


Appoints Cummings 

Cecil R. Cummings has been 
appointed manager of the munici- 
pal buying department of the 
First of Michigan Corporation, 


‘of the magazine, acted as toast- | Detroit. 


From the bustle of Quad-Cities’ industry — 
comes a high volume of BUYING POWER » 


The Quad-Cities is an industrial hub of the Midwest 


the largest 


population market in Illinois and Iowa outside of Chicago. From her 
giant manufacturing concerns stem a steady flow of consumer buying 


power. 


facturing payrolls in the Quad-Cities exceeded $25 


Even before war-inflated wages shot incomes upward, manu- 


y, 


million annu- 


ally.* Today’s figure, of course, is much higher. 


[he major part of Quad-Cities’ industrial strength is located on the Illinois 
side of the market, where nearly 609 of Quad-Cities’ population /ive. The 
Argus and Dispatch are the only daily newspapers adequately covering this im 


portant sector 
Fast Moline area. 


*1940 Census 
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ROCK ISLAND ARGUS an 


the only daily newspapers published in the Rock Island-Moline 
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ro 
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There are busy days ahead for Sterling V. Couch, traffic mgr. o{ 
WDRC, Hartford. He’s been elected a vice-chairman of the Hart- 
ford Tuberculosis & Public Health Society, and chairman of the 
1947 Christmas seal drive. . . Cameron Hawley, ad and prom. mgr 
of Armstrong Cork Co., Lancaster, Pa., has a story in the May 3 
issue of The Saturday Evening Post, called “A Ring in His Nose,’ 
which grew out of the author’s experience in buying a bull to add 
to the stock on his 92-acre farm... 

S. DeWitt Clough, president and former advertising manager ot 
Abbott Laboratories, is chairman of the advisory committee of the 
Chicago Heart Association. He used his advertising talents recently 
to produce a letter soliciting funds in which each of 100 words 
employed consisted of one syllable. . . 

Joshua B. Powers celebrated May 1, the 21st anniversary of the 
founding of his int’] publishers’ representative firm, with a cocktail 
party attended by some of his older employes. . . Nearly 60 men 
from the advertising, 
publishing and allied 
fields were among the 
250 present at the 
testimonial dinner at 
New York’s Waldorf 
April 29 for Jim 
Johnson, recently- 
named v.p. in charge 
of sales for Park & 
Tilford’s wine & 
liquor division. Com- 
mittee in charge was 
headed by W. MT. 
(Shorty) Long, Es- 
quire ad mgr., and in- 
cluded Lew Schwartz, 
Liquor Publications; 


EU 


Harry Latz, Harry 
Latz Service; Le- 
Moyne Page, Trans- CAMPAIGN LEADERS—Three well known Phila- 
portation Displays, delphians who are working for the success of 
and Art Flynn, Art Philadelphia's drive for the fourth annual United 


Negro College Fund are former Supreme Court 
Justice Owen J. Roberts (center), chairman; Wal- 
ter D. Fuller (left), head of Curtis Publishing Co., 
vice-chairman, and Graham Patterson, publisher of 
Farm Journal and Pathfinder, vice-chairman. 


Flynn Associates... 
Just back from a 
New England honey- 
moon is Edward Rich- 
scheidt, artist with 
Fawcett’s sales promotion dep’t, who married Carol Kane of Mill- 
burn, N. J., April 24. . Meanwhile, itll be a fall wedding for 
Suzanne Scarborough, daughter of American Magazine publisher 
J. B. Scarborough, whose engagement to ex-Army pilot Robert S. 
Edwards has just been announced. During the war Suzanne was a 
WAC officer attached to General MacArthur’s headquarters. . 
Alfred Eichler, copy director of the N.Y. office of Dancer-Fitz- 
gerald-Sample, has a new mystery novel (his third) in the book 
stores called “Election by Murder.” The book continues the ad- 
ventures of Martin Ames, who clears up murder mysteries by ap- 
plying advertising principles to the solution of the crime. . .Edward 


H. Davis, publisher of the United States Tobacco Journal, has just 
completed 50 years of association with the publication, which was 
established in 1874 by Oscar Hammerstein, late theatrical im- 
presario. .. 


PHILCO GETS TROPHIES—Paul Whiteman presents basketball trophies for lo- 

cal championships to Paul Riblett, personnel manager of the storage battery di- 

vision of Philco Corp., Trenton, N. J., in a special broadcast of WTTM, while 
M. H. Heinritz. vice-president of the division, looks on. 


Education-business cooperation got a boost with the announce- 
ment by Ralph R. Teetor, pres. of Perfect Circle Corp., Hagerstown, 
Ind., of four scholarships, which will be awarded annually to stu- 
dents at Wabash College, Crawfordsville. . . Jeweled emblems and 
engraved certificates will be presented this month to veteran em- 
ployes of Gulf Oil Corp., Pittsburgh. J. Frank Drake, Gulf pres., 
reports that of the company’s 39,777 employes, 15,112 have com- 
pleted 10 or more years... 

Friends of Frank Birch, president of Criterion Service, New York, 
who recently underwent an operation at the New York Hospital, 
will be pleased to know that he is recuperating successfully. He 
plans to spend a lot of time during the next few months sunning 
himself at the Westchester Country Club... 

Leonore Ross, copywriter in Campbell-Mithun’s Chicago office, 
will leave for Europe June 20 to do graduate work at the Univer- 
sity of Oxford. During her leave of absence she will visit Scot- 
land, France, Switzerland and Czechoslovakia. . . 

The South Bend Association of Commerce cited the South Bend 
Tribune April 23 for 75 years of outstanding public service, with 
presentation of a bronze plaque to F. A. Miller, pres. and ed. of 
the newspaper... 
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Plastics Industry, 


Hot and Unsettled, 
Sees Boom Trade 


(Continued from Page 1) 


combs, toys, etc., while thermo- 
setting products are used more 
industrially, as in parts for auto- 
mobiles, airplanes and other dur- 
able goods products. They rarely 
reach the buying public except as 
part of a manufactured unit. 


Home Use Boosted 


It appears that plastics will get 
further away from the gadget 
class and go into action as a 
major part of both home furnish- 
ings and home construction. Bake- 
lite is offering numerous home 
pieces, including resin - bonded 
plywoods, molded chairs, side 
tables, bookcases and cabinets, 
while Vinylite plastic sheeting is 
being incorporated into modern 
furniture as upholstering. Plastic 
wallpaper, which can be washed 
with a damp cloth, is being shown. 

Better known to consumers are 
plastic baby pants, aprons, table 
cloths. Popular with home own- 
ers should be the new types of 
plastic tiles offered for bathroom 
walls and floors. In the sports 
field are plastic boats, plastic 
handles for fishing rods, hand 
axes, knives and other utensils for 
both camp and home. 

Makers of plastic articles re- 
port that there is increasing re- 
sistance by buyers concerning 
both colors and durability. Dur- 
ing the war it was not uncommon 
for goods destined for the con- 
sumer market to be made up of 
whatever materials were avail- 
able, despite the fact that they 
may not have been the most de- 
sirable. As a result, matching 
colors was often difficult and 
durability suffered. 

The coming production of plas- 
tics means that there will be 
better quality than ever before, 
the industry feels. Also, makers 
of plastic materials are becoming 
increasingly insistent that vary- 


EYE’CATCHERS 


IN THE OLD DAYS 


ADVERTISING illustrations cost your 
dad his shirt. Nowadays everything 
you buy costs you your shirt. Payday was 
“happy day” but paydays don’t seem to 
be here anymore! Saves resistance gets 
gr — and greater and that is why we 
Teac _ 
YOU MUST CATCH THEIR EYE BE- 
FORE YOU CAN MAKE THEM BUY — 


it won’t cost you your shirt to use 
EVE? CATCHERS to give your ads more 
pull. You can get top-notch ad photos 
comparable to anything national advertisers 
¢ and pay four times as much for. The 
st is even less than stock photo houses 
barge, 
ing on to your shirt and your nies 
til you have tried EYE’ CATCHERS. 
ach month 100 ad Bhotos to choose your 
ene quota from. $7.50 per month. 
. nite on your letterhead for sample proof 
ok. No obligation. 


EYE’ CATCHERS, Ine. 


i 
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ing types of plastic materials be 
used only as specified. In this 
same vein, buyers are showing a 
growing tendency to use more 
informative labels for the con- 
sumer trade, to assure that plas- 
tics will be subjected only to the 
use for which they were originally 
planned. 


Increased Advertising Seen 


Unquestionably, one of the big- 
gest booms in the advertising field 
will come from sellers of plastics. 
Many plastic molders and makers 
were in other lines of industrial 
work prior to the war and had 
little if any contact either di- 
rectly or indirectly with the con- 
suming public. Many are frank 
to admit that they do not have 
adequate sales forces and that 
they are unaccustomed to making 
long-range promotional plans. 

To offset this weakness, many 
material makers, such as Mon- 
santo Chemical Company, are 
offering advertising and merchan- 
dising helps to fabricators and 
molders. Monsanto is using items 


made by its customers to illus- 
trate a current series of national 
magazine ads and, in each ad, is 
boosting the molder or seller of 
the items shown, by carrying his 
name and address, with sugges- 
tions that prospective buyers con- 
tact him. 

E. D. Kennedy, manager of 
sales promotion for Monsanto, 
told AA that the inclusion of cus- 
tomers’ names is part of the com- 
pany’s promotion for its own cus- 
tomers. “In this way,” Mr. Ken- 
nedy said, “we reach our custom- 
ers’ customers.” 

Probably the first plastic origi- 
nated when John Wesley Hyatt 
formed celluloid in 1868, but de- 
velopment was relatively slow 
until World War II, when the in- 
dustry boomed. Production 
jumped from 310,000,000 pounds 
annually in 1940 to more than 1 
billion pounds in 1946. Invest- 
ment in plant equipment has in- 
creased tenfold since 1932, and 
the industry is planning collec- 
tively to spend about $100,000,000 
in new plants. 


Bowen Named Head 
of Frozen Foods Unit 


The John G. Paton Company, 
New York, has appointed William 
A. Bowen to head the frozen 
foods division. M. T. Fisher, who 
has been handling several frozen 
food accounts for the company, 
will continue in his present ca- 
pacity. 

Mr. Bowen became national 
sales manager of Honor Brand 
frozen foods in 1938, and subse- 
quently was appointed national 
sales manager of the Birds Eye 
division of General Foods Cor- 
poration. 


U. S. Steel Ups Three 


United States Steel Supply Com- 
pany, Chicago, has promoted 
George B. Parker, former admin- 
istrative assistant to the sales 
vice-president, to general staff 
manager of the sales department. 
Linus E. Olson, former staff as- 
sistant to the sales vice-president, 
has been made manager of the 
advertising division, and William 
A. Crane is the new manager of 
the commercial research division. 


Klutch Opens Offices 


Murray Klutch, author of juve- 
nile books, has opened offices at 
3319 Douglas Blvd., Chicago 23, 
as a consultant to advertising 
agencies and other businesses 
which appeal to the children’s 
market. The service, called 
“Stories for Small Fry,” will spe- 
cialize in using children’s stories 
in brochure or booklet form to 
bring advertising messages to the 
attention of parents. 


There is ONLY “ 
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territory 
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Specific Information for 
Specific Product Use 


Field crews walked 15,000 city 
blocks—covered 59 cities and towns 
on foot or by car to assemble the 
operating material in the Detroit 


27,027 retail outlets in 18 classifi- 
cations arranged by sales divisions’ 


Maps of 41 city sales divisions on 
which 368 = centers and 
strects are locate —desceiprive and 
transportation detail maps 

Air-view sales maps (in color) of 


the retail trading area and jobbing 


New sales visualization of suburban 


Suburban cities and their retailers 
arranged by sales areas 


New You ie Y. 


A HEARST NEWSPAPER - 


city sales division maps... 


.among the “6/4 4000 people 


his own market operation. 


wt Petroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE - 


in the DETROIT MARKET? 


Through this Sales Operating Control, the Detroit Times brings to the sales 
executive basic sales information and material for market evaluation in relation- 
ship to his own product. The sales executive will find here a practical sales tool 
—retail dealer analysis, new working maps of jobbing and retail trading arcas, 
maps of transportation, proposed major changes ... 
descriptive sales outline, etc. This Sales Operating Control provides the sales 

managet with a working guide through which he can smartly plan 


OFFICES IN PRINCIPAL CITIES 


#2 : ‘ ar at by 5 Y = ‘ ba tN ya 
| j ; i a SP 
y os wok 
7 ee ' | 
. e a 
} ee 
r. Of | a 
[art- Ree 
the = 
mgr ij : 
Ay 3 : ; 
i = - — —- |) 
add : 
| 7 
rr a 
r ot | ~ 

the i 
ntly - aes 

pte 
ords ie 

oe | ee e 
ctail es | ' Daily Newspaper > 
men : $ . Srnts 

eee _ IN BF 
- PASADENA _ ; 
e ery 7m 
THE } aa see 
5. aa '_ ee ee 
1 
di a ll a RR : 

+ Se i Sane C1 tee NRE 7". OS ae “sie, Be 7 7 - a abel 

‘ : ay aes ot, teil be ik: ee, a \ ~ ka gorge ae Re. <2 ee : "ee 

. a a TR ait — ere ‘ cea beod 
ae Aone ps4 Me 4 - e y % F “a : sits “acc yas _ 7 ee = ; pe é a P at “a 
aS | “4, eS dae eee ; « “TO Bs: plata Bae | 4 

peek a << ee — sa LE 3 nG " \ an ss TS nee je ie Sa: ae 
td re om ee : eae 7 
Ls = i : R at ae 7 > e <A shat pil san abe 
hila- } ; ee s e E i . a a * pid, coe ial 7 
; of a my o in ee a ce ae ae ey nfs —— 
ited a, # get Pi , a Ro * * a" i i . 
Wal SRS ee m Se. oe 
al- | a eet at Sa 4 he SSE ONES Sus “Cn oe ae 
— OS SEPA ae & iy hy meas F 5% F er 
Co., Ds. gee aia eae > Ce é a ies Week orate Pee 
Be | aia “ pane diese): 4 : Bs PX; > ES eae 
rT of | . aie ey gents nd a Fe en ae gt aie a Se. 
. j ee Phin ee es ag a tt 4 aaaccil “ . 2 t = _ : ie is ee a th ae re es — a 
fill ea ae ag Bike pee ee te 4 ce Fo eat a RE SO oS 
1u- ae ee = ees —— tic ED 2 rr 
ts eee 4 EGS yd a Wee foe, Me aes a Ls ’ es, Lh Aes eaten aa and “ie ? 

h ee ie NS Bs 72 peeteee s ‘oe i ‘ * ' ; aa ni h ie ee ia a a ae j »f ee! fe ena xs 6 Eke, Oe Bie. cae - 
sner , m4 4 2S BO No se om, PC ~y — 7 oe he se 9 EE te mee oR 
ts 2 4 Nb a Pesan. F Baas - a ta : ad Tee ee ghee £ Fei a Fase %, i i alae ae 

a ie Yl eee ee ee eC | oe 
as a ee FL ee Le ee y > aaa 
Soe e. el “7 ee yeas a ee We ee % ee ‘seg. a3 Pong: ae Pe ~ ae 2 # ma 2 re 
gar co . : : ae es Es a os 5. —e.. Ch shih MO. | «foe ee» . pe * = ; Pky 
ee eR, OBE NY, _ fa ee ¥ ail ~ ~ ney el? ‘ \ ee Kee eli 
‘itz- : a ; hi a, 4 r i og e es ' ‘e e : 7 ex aie 8: sas . i, ye ae i oa ea 
- ae PMS cali, te ee a, 3a i ey eect ov. a y a es ae <y Ss 
os OO SS 5c * ‘y oo 
ea 2 eam ea ie $3) - en om j : : ee eS i ae : 
ad- ee QS “ot i SS 7 
‘ 42, a ae “| = , z ’ i Ns 3 vs ies pte 
ap- oe ae 23) ae a \ ‘ wt £ i iy AY a. eee sl. 
a Bae soles oat 2 F a & + a » a z ‘ 3 . oe a a 
vard ee ‘ mm £ i ——— 7, RS A eae ie 

‘ Fn elas go .  - ae mY gaits { a ee ee? a 

just ; a \e Opi WL, . = a : 7 
y ‘i Se . 7 ‘ . ah oe ck pe. 2 i $ * 
was CS oo Ss eae “a, & ae F Spe 
¢' ig», Sie 4 en bee ae ne i ‘ Be pe, Sadie al ¥ hse * 
os an he an i MS P ier esa 1 ie 8 a 
“Sf. ge Sy Nr ie A ° ; Sa a es. 
. eee i Be es io — cinema ee ae 
i i el RR Bt nes a ee? > eg ae © 2 ma * me en eo 7 » : eh - ~ 
a sa So Se ‘oe a — i ———- oe 
a ia S ae < AG AS - & Zi a * age aah ‘a ee Mare Se Pea “ae Pe 4 
he — = gee a fe E 
ae ash ; * ie -- qe. a, Sane fo a 
x cre lee = = eo ees = ao a -  , . , 
: e oe ae _— gree oe. A IIIB, cs ae = 

* rs. ee eg sp ae = “= = - ¢ PUG ; ae a ee S “ei 1, Mage os "oe es: mi ——- he : 

3 —_ ao a - ‘, a .% . i a <a - se gs i <a eee a Fe ia ges 30 vd ea ; “—_ “a — a 2 eg : 

: —_ ue ae ll ee = ‘ - i 

: Bo tie a re EN ee Ss Eee nt Soe us eM SR Te Ui dike so" a : a Rife: * 
; sere Z “Se 7 re ae ery va 3 be, oN oa aes er ~. oe ei. PS Be “ean > aes = i. ¥ - ~~ teat a i 
| 4 le ‘ “team - ao Rf aa ec om — a (CM i ae a eee nal oo. ae b Se wil om 
- - Pee aa ri ake oe sg ee c » Be —s oo 5: eT . Of. ee re ee 2”. 
i: > aa er Gedy ; Bs ee ™ ‘ 4 “3 ; YT sae i ag ail r 5 we - e.. hc: Ss ‘jue “i 
Sel — What is the potential for your product... ZA =e : 
—— 2 Si ee 5 Ee Fee ok emis j ee : 
= : “he ore Sie ine Tee oe. Ul RRL CS ASS nae ‘ Sage aS en a ne 

3 oS . Se » bit fit ae Ff RS ae eS a oe ee a: ing Title rs Be eo ee er oe SS. ee ‘ Bae ae ae . ~ A : - 

rts eS eee mre Sage thst ON, oe eee Ks tiie ee oy A oo Le a et) a PP = ” i x 

ran? , cece tae. See Pk. Pai a le AOS Pn Pe ree aman RE I. gaa eee 

Se: = % ¥ an o- cy te te oe we ae PET one ee Se = a oO on Agee ore Pig coe ia as all % Fi 
“ths be ee oe Be » > a : i bi ce - een aie gee 5 a Re a er ee a a bien : 

¢ ro mon te oe : ae: ee ost eet legen ek . 3 g ao: 
6 ie | San ee ae “oF R ier aie at ae ¢ ae ai nate it ie ee. ae 

, 7 : = oe pb ite as ie Be - RP * ee 7 ; bc ; 

a ee a. a” i ; 4 SS OS Sk ian - ate. an ; . ae 
ai ov #4 2 ail - 
ce a. ae _ ~ oe “oie 

* - : iS jie ‘. 
ar lo- Sa 2a . 
ydi- eer a i : 

H — eee er in 
while 4 eh 
x % : SS fag 
_- SS ~~ ee OF ed a 
ns =m a ae ee A : 7 
nce- 4 eS Te a 
tacit oe AE. po ere 
OWN, \ ~~ a peas “Ree a=. * 
- 2 4 oe 
stu- : 
PF ; 
| a ee | 
| 
ee : Sa, mi 
the, *— 
. m- 
Po 
or 
a : 7 
a a 
a 
- 
4 
otek rath, . ‘ . 


74 
To Publicize Toys 


Ruth Millard has resigned from 
Young & Rubicam, New York, to 
open her own public relations or- 
ganization at 200 Fifth Ave., New 
York, from which she will direct 
an expanded public relations pro- 
gram for the Toy Manufacturers 
of the U. S. A. Miss Millard has 
been director of women’s activi- 
ties in the publicity and public 
— department at Y&R since 
1933. 


COVER THE QUALITY MARKET 


OF CHICAGO... 


Stagebill is read by an 
average of 55,000 theatre- 
goers each week, over 
2,500,000 annually. 
7 
Send for Booklet 


“Chicago is the Second 


Largest Theatre 
Market.” ede ailing 
Oe iene 9 z 


CHICAGO STAGEBILL 


540 NORTH LA SALLE STREET * CHICAGO, 10 


Using 24-Sheeter, 
Kay Daly of FC&B 
Finds Frisco Flat 


San Francisco—That 24-sheet 
poster Kay Daly of Foote, Cone & 
Belding used to find a small un- 
furnished apartment, “with view,” 
did not merely get her some na- 
tionwide publicity a fortnight ago. 
She got the apartment. 

Posted at 4 p.m., April 28, the 
appeal brought three phone calls 
the same day and 368 in the first 
48 hours, including more than 
60 bona fide offers. Other less 
choice offers, inquiries and crank 
remarks made up the rest of the 
calls. 

The outdoor sign featured a 
large picture of Miss Daly and 
the copy, “Wanted! ... An apart- 
ment. Small unf. with view. 
Young advertising woman with 
top references. Up to $80. Phone 


| Un. 1959.” 
| The phone number was that vf 
| West Coast Advertising Company, 


YOU MAY HAVE MORE 
ENDURANCE THAN A HORSE" 


AND — YOU'LL NEED IT IN 
WESTERN MICHIGAN TO BEAT 


WKZO-WIEF ! 


The “radio barrier” peculiar to this district severely 
reduces reception of broadcasts originating outside 
the area. Scientists explain the condition as possibly 


the result of local metallic deposits. 


So the listeners in the area simply tune to WKZO 
in Kalamazoo or WJEF in Grand Rapids to get their 
programs and news. The result is a Hooper Report 
that shows these two stations as standout favorites 


with the folks at home! 


If you would like the complete report, just write to 
us or ask Avery-Knodel, Inc. You'll find this CBS 
combination has far more listeners than any other 
station or network at any time of the day. Broad- 
cast over WKZO and WJEF and your message com- 
pletely covers Western Michigan. 


*In 1942, in London, a race between a man, George Hall, and a race 
horse, Black Jack, was called off in the fifth day when Hall was 15 
miles ahead and still going strong. 
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Both owned and operated 
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In GRAND RAPID 
ac KENT COUNTY (CBs) 


by Fetzer Broadcasting Company 
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APPEAL GETS RESULTS—Kay Daly, 26-year-old account executive with Foote, 
Cone & Belding, San Francisco, relaxes at the foot of the 24-sheet poster that 
helped her get an apartment. 


which offered the poster gratis. 
The successful advertisement 
appeared as Miss Daly, account 
executive of the agency here since 
leaving the Chicago Herald-Amer- 
ican five months ago, was living 
in a borrowed flat. She had been 
unable to find a permanent resi- 
dence since leaving Chicago. 
[Editor’s note: Despite all this, 
actually getting the apartment 
wasn’t too easy. MHere’s what 
really happened: A friend saw 
her picture in a Milwaukee paper, 
contacted apartment - owning 
friends in San Francisco. One pal 
came through with a Russian Hill 
view apartment. ] 


Griffith Appoints Engle 

Cliff Engle, recently named 
manager of Radio Central, San 
Francisco recording studios, has 
also been appointed to head the 
San Francisco office of Homer 
Griffith Company, national radio 
station representative. He suc- 
ceeds H. G. Wells, who has been 
named commercial manager of 
Station KOLO, Reno. 


Stone Joins ‘FM’ 


Lewis C. Stone, formerly editor 
of Radio Service Dealer and be- 
fore that associate editor of Sales 
Management, has joined FM Busi- 
ness, New York,~- as executive 
editor. 


a 
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Armour Revives 
Dash Dog Food; 
Distribution Wide 


(Picture on Page 1) 

Cuicaco—Armour & Co. is get- 
ting under way with distribution 
of Dash canned dog food, about 
six years and a war behind its 
original schedule. 

Thousand - line newspaper ads 
and, where feasible, radio spots, 
car cards and outdoor are being 
used in each city. Expansion of 
the market will be gradual. Thus 
far distribution and campaigns 
have begun in the Carolinas, Vir- 
ginia, northern Georgia, Kansas, 
southern Missouri and Texas. 

Copy emphasizes that Dash is 
fortified with liver, that 95 out of 
100 dogs eat it eagerly the first 
time offered, and that it provides 
complete nourishment. 

Foote, Cone & Belding handles 
the account. 


Forms Sales Firm 


Freshwater Plastics Sales has 
been formed at 1 N. LaSalle St., 
Chicago, to represent plastics 
processors and manufacturers, 
Eagle Freshwater, formerly resi- 
dent manager of Western News- 
paper Union, Chicago, is general 
manager of the new company. 


ABC Adds ‘Ebony’ 


Ebony, Chicago, national Negro 
picture magazine, has been made 
a member of the Audit Bureau of 
Circulations. The ABC figures for 
November, 1946, give the pub- 
lication a net paid circulation of 
309,715. 
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. Wits a new high in reader enthusiasm and adver- 
lising acceptance, the enlarged SPORTS AGE 
announces another real service that will be welcomed 

by both readers and advertisers— 


The July BUYERS GUIDE Issue 


With a far greater circulation among retailers and 
wholesalers of sports equipment than any other trade 
paper in this field, this special number of SPORTS 
AGE becomes one of the outstanding values of the 
year. No extra cost to subscribers and no extra cost to 
advertisers! Regular rates apply. 

Manufacturers will be entitled to 10 listings without 
cost. Make sure to fill-out our questionnaire and re- 
turn promptly for listings. 

The BUYERS GUIDE issue is your once-a-year op- 
portunity for continuous reader reference through- 
out the year—a most economical way of presenting 
your advertisements, catalog or circular material to 
14,000 buyers at a most economical cost. 


Advertising Forms Close June 15 


2,000 Manufacturers will be listed in more 
than 800 classifications 


in the first annual BUYERS GUIDE 


issue of Sports Age 


Total circulation 
of this issue — 


14,000 copies 


260 Sth AVENUE 


Send for Complete Information, Rates and 


Mechanical Requirements. 


BUSINESS MAGAZINE OF SPORTS EQUIPMENT 


NEW YORK 1,N. Y.. 
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“having been somewhat lax in| trial statistics.” service trade establishments will} from obtaining correct data on 
2S 35% Budget Slash levying charges on services rend-| Here’s the official blueprint of | be less complete and about a third employment in new industries and 
ered.” the bureau’s adjustment to a bud-|of the different types of busi- | occupations. 
d: . “It should not rgord unreason-| get for current statistics only erent bye nega <0 vo = eeemenen 
able to suggest that when services | slightly more than half its present | Ports for cities. ans for ad- 
de {0 Reduce Service are conbenhd by the entire tax- a P " ditions to this series, reaching Thehome: eres. 
| : paying public, they should pay for 130,000 business, trade and mar- ng W - a apc gd ca 
these services,” the committee Census Tells Plans keting organizations on monthly | (20 ith Mr. Shelhamer and 
ze Set of Commerce Dept said. Industrial Statistics: More than| wholesale and retail trends for Veena’ Cary as principals. Wil- 
‘ibution sd half the existing reports in the| hardware, plumbing, dry goods, liam Dings, formerly production 
»_ about eo he Wants Business to Pay “Facts for Industry” series will be| automotive and furniture, will be| manager of Bozell & Jacobs, Se- 
‘ind its Research Publishing To justify its $6,500,000 slash|abandoned, curtailed or issued | dropped. attle, has been mg —_ 
svitt in the funds for current census|less frequently. This series, in- manager of the Seattle branch. 
me de Activities Due for statistics, the committee claimed | volving 1,500,000 releases annu- Fear Loss of Personnel 
» Spots, Drastic Curtailment “the need for this item is some-| ally, goes to about 60,000 business| Population, labor force and 
2 being what exaggerated” and thatjconcerns and business papers.| housing: The annual sample of : st 
ee of WASHINGTON — The 35% cut in| “many of these continuing statis-| Where reports are continued, | housing occupancy and character- M4 DIE sh 
- Thus the Commerce Department’s bud-| tics are not necessary to the econ-|many will contain less product istics, operated since 1944, will be f 
ens get for 1948 will result in the| omy of the country.” detail, and will be less reliable as | dropped. és CcutTtTi NG 
as, Vir- closing of 39 of the 78 depart- It claimed that “much of this|a result of reduced coverage. The Consumer income: A sample a AND 
Kansas, mental field offices operated under| information can very well be|reduction in area, state and re-|consumer income study, costing . ‘STEEL RULE DIES 
— a special $4,750,000 grant which| secured in connection with the| gional product information will $431,000, is out. = : 
Dash 'S @ Congress gave the department last | 17th decennial census” which is to| be particularly noticeable. Census people warn that the ‘ Write, wire or phone 
) out of year. (What happened on the| be made in 1950. Retail, wholesale and service | budget cut will be felt when the A DVA N Cc E 
he first census front is reported on Page| On the other hand, in trimming | trade statistics: Census will drop | 1950 decennial census is made, as FINISHING COMPANY 
rovides 58.) $1,000,000 from the fund for the| plans to extend these reports, to|a result of the loss of experienced 325 W. OHIO STREET 
In making the cut, the House/| 1948 Census of Manufactures, the| cover the 24 additional cities of| personnel. They say that denial _ “GHICAGO 10, ILL. 
handles appropriations committee charged | committee explained that “much | over 100,000 persons. Since it will) of funds for maintenance of the \. Delaware 5517-18 
the Bureau of Foreign and Do-|similar data is gathered in con-| eliminate 48 census field offices,) master index of occupancy may i er 
mestic Commerce with “guiding| nection with the current indus-| current reports from retail and| prevent census takers in 1950 
business on too low an operating}; — 
les has @ level.” Asserting that “what 
alle St., @ business wants most is relief from i 
poetics taxes and a lessening of federal ee 
cturers. @ interference, regulation and com- 
ly _resi- @ petition,” it said it doubted that DIANAPOLIS 
Pn al the bureau is rendering a service — — 
any. “by attempting to give to the in- 
dividual business man advice 
which can only be gained through 
business experience in a given 
1 Negro §@ field.” 
n made “On the whole,” the committee 
ireau of # commented, “business seems to be 
ge hs doing rather well at present and 
ation of is proving its ability to survive 
and prosper as it always has with- 
out too much aid from the federal 
government.” 
CAB Takes Worst Cut 
The budget recommendation 
may permit the Bureau of Foreign 


and Domestic Commerce to con- 
tinue basic economic analyses and 
current “trend” reporting on ap- 
proximately the same level estab- 
lished under the 1947 budget. 

Some reduction in services 
available to business may result, 
however, as the department is 
called on to assume the expense 
of special tabulations to assist the 
work of the newly established 
Council of Economic Advisers, the 
World Bank and other interna- 
tional organizations. 

The most severe cut fell on the 
Civil Aeronautics Board, which 
must review air safety and air- 
port construction plans. It must 
absorb a $70,000,000 slash. The 
Patent Office received all but 
$500,000 of its $9,950,000 request. 
Housekeeping functions of the Of- 
fice of the Secretary were cut 
about 40%. 

In cutting $3,205,000 from the 
research plans of the National 
Bureau of Standards’ $10,620,000 
budget, the committee questioned 
whether the research and testing 
work duplicates private effort. 


Cut Printing Budget 


In rolling back the department’s 
$286,989,000 request to $191,057,- 
000—$8,700,000 below this year— 
the committee sliced into printing 
and binding funds with a sugges- 


TO THE BIG INDIANA MARKET 


There you'll find a "well-fixed" 
responsive group of 
Hoosier “home folks" — and 


and 


THE STAR'S 


new 


Magazine ... your most direct 
and influential way of reach- 
ing a vast majority of these 


* ects. 


n The Star's Sunday Magazine 


striking effect. 
Sunday 


porting of 
hielo 


monotone to four colors with 


Hoosier interest in this maga- 
zine is riding high. Reader re- 
sponse shows that colorful re- 
Indiana 
and doings 
oosted it to the "top spot" 
of Sunday reading for all 


names, 
have 


your product or service gets 
the finest display possible on 
tabloid-size pages of the fea- 
ture section — with minimum 


members of more than 221,000 
Indiana families. That means 
you'll get more impressions for 
your advertising dollar... and 


tion that the department elimi- competition. You can —_— a better sg at a higher 
nate many of the pamphlets and sf j full color reproduction for Hoosier sales curve ... in 
information sheets that it has mS THE INDIANAPOLIS maximum attention... or THE STAR'S Sunday Magazine. 
been issuing. STAR'S (CONSUMER 


It noted “serious deterioration” 
in the material appearing in the 
departmental monthly, Domestic 
Commerce, and in Foreign Com- 

erce Weekly, and suggested a 
consolidation of the two publica- 
tions “if there is not sufficient ma- 
terial for the continuation of two 
magazines.” While it said it had 
0 doubt that the majority of 
ervices now being rendered to 

isiness and industry “are a 
roper function of the govern- 
ment and can best be performed 
by the government,” the commit- 
tee scolded the department for 


ANALYSIS—the — 4 
authoritative 
ae = a 
type gu manu- 
facturers, distributors 
and agencies in # leis 
major market. 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., 
or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Star 


THE INDIANAPOLIS STAR 


1936 IN TOTAL ADVERTISING LINAGE 


FIRST IN INDIANA SINCE 
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Admiral Radio 
Slashes Prices 
on New ‘47 Line 


(Continued from Page 1) 


phonograph combination will re- 
tail at $79.95 (last year the 5-tube 
set was $89.95). 

Admiral produced no consoles 
last year. The new line includes 
a radio-phonograph combination 
at $129.95 (the competitor’s near- 
est costs $159.95); another at $189, 
compared with $225.95 for the 
closest competition; and a set in- 
cluding FM for $289.95 (a major 
competitor charges $350 at pres- 
ent and Admiral, without men- 
tioning names, will ask the con- 
sumer in ad space later: “Why 
pay $350?’’). 

The initial “price” ad, of 1,860 
lines, was scheduled in the May 
11 Chicago Tribune and up to 
1,600 lines each will be run in 
other Chicago dailies before the 
end of the month. Copy in all 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 


covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


major markets will be run by Ad- 
miral, while considerable dealer 
cooperative advertising is planned 
for other communities. Admiral’s 
$3,000,000 budget for ’47 includes 
this cooperative copy. The tenta- 
tive newspaper schedule, still in- 
complete, includes about 119 
cities. 

The magazine schedule will 
start with two-color bleed pages 
in June issues of Collier’s and The 
Saturday Evening Post, and in 
July Admiral will run half- or 
two-thirds color pages in Ameri- 
can Magazine, Better Homes & 
Gardens, Capper’s Farmer, Coun- 
try Gentleman, Good Housekeep- 
ing, McCall’s, Parents’ Magazine 
and Southern Agriculturist. Page 
copy will be addressed to retailers 
in the June Record Industry, July 
issues of Electrical Merchandis- 
ing, Radio & Appliance Journal 
and Retailing Home Furnishings, 
and August issues of Electrical 
Dealer, Radio & Television Retail- 
ing and Record Retailing. Crut- 
tenden & Eger handles the ac- 
count. _ 


‘Miracle Tone Arm’ 


Admiral, first to introduce a 
less-than-$100 radio phonograph 
with automatic record changer, 
will offer several innovations in 
the new sets. A new Admiral- 
developed FM system was dem- 
onstrated here last week. Mr. 
Siragusa said it offers better re- 
ception than any FM system yet 
devised and will be sold at lower 
prices. 

Also disclosed was a new en- 


Sead $2.00 


2801 CHELTENHAM AVENUE 


e 82 PAGES e SPIRAL BOUND 
e 1,262 NEW PICTURES 

e HEAVY DUTY COVER 

e BEAUTIFULLY PRINTED 

e ALL PICTURES CLASSIFIED 

e COMPLETELY INDEXED 


Guaranteed to do a bang-up job for you — or your money refunded 


HAROLD M. LAMBERT STUDIOS 


HAROLD M. sacalalaa | | 


cata.oc He. S 


OF STOCK PHOTOGRAPHS 
Now Ready For Distribution 


o}e) 
$2 PER COPY 


LIMITED EDITION 


e PHILADELPHIA 19, PA. 
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ergy-converter that eliminates 
need for crystals, filaments or 
special tubes, thus providing im- 
proved reproduction. A new “Mir- 
acle tone arm” will be featured, 
too. It employs a _ replaceable 
snap-in cartridge containing the 
pick-up point and energy con- 
verter. The energy converter uses 
a special form of rubber, a treated 
version of the Thermapol de- 
veloped by Goodrich for de-icers 
on wartime bombers. 

Thus far, the price picture in 
the radio industry is spotty. Em- 
erson Radio & Phonograph Cor- 
poration announced price cuts 
last month. But Bendix Radio 
division has since advised its dis- 
tributor organization that existing 
prices will be maintained through- 
out 1947 (AA, May 5) and H. C. 
Bonfig, vice-president of Zenith 
Radio Corporation, told distribu- 
tors and dealers: “It is not only 
our intention not to change prices 
but we hope we will not have to 
raise any of them.” 


ZENITH RADIO DROPS 
‘NEW LINE’ POLICY 
Cuicaco—Zenith Radio Cor- 
poration has dropped the annual 
“new line” policy and it hopes 
the entire industry will soon fol- 
low suit, E. F. McDonald Jr., 
president, announces in a letter to 
Zenith’s 22,000 franchised dealers. 
“It will be our policy from this 
time on to introduce new models 
as they come from the laboratory 
and are properly field tested,” Mr. 
McDonald declared. “Contrary to 
our past policy, and contrary to 


|what has become an expensive 


custom in the industry, we will 
not point to any specific month in 
the year to announce new models. 
Instead, we will do so throughout 
the year as our new developments 
become ready or as the general 
situation may dictate.” 

Dealers know from experience, 
the Zenith head declared, that it 
is important not to make inven- 
tories obsolete, jeopardize time 
payments, and create customer ill 
will. “No dealer can get hurt on 
the obsolescence of one model,” 
he said. 

Zenith decided to adopt this 
policy in January, 1946, though it 
is just now being announced. At 
the start of 1947, distributors were 
asked to place orders on a 
monthly basis. Production during 
the first four months of the year 
hit an all-time high, Mr. Mc- 
Donald said, but Zenith still esti- 
mates its unfilled orders in excess 
of $24,000,000. 


Joins Roche, Williams 


Raymond Whitley has joined 
Roche, Williams & Cleary, Chi- 
cago, as time buyer. 


KRNT is available with 


Represented by 


THE KATZ AGENCY 


WMT as the Mid-States Group 


{ lowa’s Most POPULAR’ — 


—Radio Woman: BETTY WELLS 
—Radio Man 


—Radio Sportscaster: JOHN HACKETT 
* 1947 Radio Poll, Des Moines Tribune 


: DON 


Merchandisable 


KRNT has the A personalities in Des Moines! 


ARNT 


A Cowles Station @ DES MOINES 
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MIRACLE 10NE ARM 


"SENSATION'—Admiral Corp.'s new “Miracle tone arm," using a war-developed 
rubber in the energy converter, is featured in this two-color bleed page, to 
run in national magazines next month. Cruttenden & Eger is the agency. 


Receives FCC Permit 


FCC has granted a construction 
permit to the Yumesa Broadcast- 
ing Company for a regional AM 
radio station in Yuma, Ariz. Con- 
struction of the new station will 
begin at once in the Sun Country 
buiding. Using the call letters, 
KYSC, the station will operate on 
1,000 watts at 1190 on the dial. 


Valdosta Plans Drive 


Directors of the Valdosta, Ga., 
Chamber of Commerce have ap- 
proved plans for a $20,000 na- 
tional advertising campaign ~in- 
viting new industry to that area. 
Copy will be placed in Business 


Week, Nation’s Business and 
United States News. 

Names Kemmerrer 
Kemmerrer, Inc., Hollywood 


agency, has been named to handle 
the advertising of Jahns Quality 
Pistons, Inc., Los Angeles. Pub- 
lications in the automotive, truck 
and matine fields will be used. 


Opens West Coast Branch 


DeWolf, Philadelphia, dealer 
identification service and window 
valance installer, has opened a 
West Coast branch in Glenside, 
Cal., to serve the 11 western 
states. 
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KEY CITIES THAT PLAY A PROFIT 


MELODY 


Music to your ears is the harmonious tinkle of the 
cash-register when you advertise in the 49 hometown 


dailies of The Ohio 
Select List — papers 
with true, buy-at- 
iekentaded read- 
ers. 
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OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 
PUBLISHERS’ REPRESENTATIVE 


NEW YORK. 
CINCINNATI 


Advertisi 


ABC ' 
at 171 
for Ri 


CoLUM 
casting C 
in the ¢ 
weekend 
sity’s 117 
Educatio 

ABC wv 
and CBS 
dian fI 
won two 
awards 
May 2- 
more t 
educatio: 
the radi 

As in 
were h 
Saturday 
radio as 
tions, ag 
schools, 
tions ar 
nomic fp 


Duty 


Amon 
schedule 
basic q 
casting 
director 
tional A 
who sf 
session, 
sponsib: 

Mr. ! 
of radi 
the pul 
broade: 
music 
abridge 
est in 
which i 
critics 
pear to 

Phil 
radio n 
radio ; 
“writin 
rather 
one-sid 

“Sine 
and 
licity,” 
happer 
conside 
manag 
he sai 
views 

Amo 
whethe 
take e 
the he 
ference 
rector 
Freedc 
posed 
ship. 


Op} 


Mr. 
gestio1 
in tt 
dorsec 
Radio, 
munic 
take sg 
of the 
The : 
caster 
views 
shoul 
gestio 
amen 
broad 
provi 
for ar 

He 
orous 
broad 

“M 
sertec 
direc’ 
caste: 
becor 
choos 
Static 
comn 
by d 
cours 
exer 


“oe ce iets ELSe val Want eke pape Kast ie iets leas, lee Bee ester. Oe tage 
ig ; 7 . A os > F m: Se . Mas aie ; i g 
; Advertising Age, May 12, i” | 
; Saat. 2 te es Biicieeied . fh bys ct ib sete pe be eee ae 
| a ae ay. ~ rh MY yy Pie y er TAR 
m™ RECORD PLAYING SENSATION: 
| ae rekoauae 
Reo ry 
sopra aime He | ee kik Ail 
CO EE — ~~ ef 
jae ‘ a re a She SR ee) ae m 
— . ee Ss Pe pee a saith 
iad oe ae ea Sok ae a vi Si orm mpepitenen . 
| Sa ‘ — 
5 = * Performance « Style - Tone... You get all three with Admiral. — 
| me a 
During en tae fee emanate i Le e - —, 4 
cent fords naves! many Amen liver toate & being soe a oe Exes.) ( ad 
. I Met wt sob IF al + 4A so mi 
; the g@reptost advance id high Gdelity segrestyy Linn sfame the sf ey % ie kA ey SOE. pare ; 
Ye | wh Aa be whens bhi ate te Looe eG 4 
eC } Thc hal Wc ace pcan eg 4 cot | call .. 
; Assy tat Addie! denier fer a deuvomel region = a ae, H Wes a 
' ; é ae . ge’ & y ; i fe 
/ aaaeiat ime PADID PHONO GRAPH “ae z as we ‘4 Cer ee . P am 
ones Suc — 
; ! daevtcws Parl Fol Oh tum 
Bain ad Sper: cee 
Bia. 
: 
} = : — 
ee | 
; | 50 ash SEIS A SSSS~S—~S FP 
? ) _ 
2 
t oom 
if | Paes 4 
; 2 - = ‘ 
| " ow”, ee ae he 
: || \ ad \) eae: 
_ \ Oe 
| N v ger) Ce | 
7 x Ss Kg a ae - —___—___—. 
: | ' % | . po 
Ps | \ S 
)! | y G ano cant 
x a gn" re 
‘AA povE a” 
A ’ rot? | 
2 | ———————————— 
| Onder Now! | SS =|&®:, ? 
Ze S. | Keay L£=_>. 
_ ¢ Sune of | ea Ay 
~ i 
| Your Copy | ‘i [4 P fe 
| | 
a Hi = \y 
« = “J 
' (a) |i} \OHIO SELECT LIST MARKET |5| \X 
2 —O—COER ts 
: | | JY) i Bf ALY’ fH] ll | 1 A Bl) \as\ \\\\Q\8 \\ 
7 | A DA | Li i Hee BRSERR ath x SIN 
" — oO EHH LAE = 
" o | = [ 
a . . 
a : 
; ee, Xt 
. me ff. S ’ 
y ' * A 2s ~ ° 
. : 4 3 $ 24 F 
7 ; a a . % a . 
§ a 2 ° 2 . aa Baa {| ie 
a : i hil SE © 
| SS , ‘ Ohio mt aa 
33 : f} OSE ¥ 
Bi | ot 4 4 LECT Usr MARKET 
me 2 P| | wie taylan 
# A —_—<— wih us 
| es ——eEeee ee | 
| AS aa, anew ere ee ee) tio i: 
ie : : : ‘ ar ; ¢ ’ . es : 


hie). AC 


1947 


rs 


Advertising Age, May 12, 1947 


ABC Wins 5 Firsts 
at 17th Institute 
for Radio Meeting 


CoLumsus— American Broad- 
casting Company took first honors 
in the annual awards here last 
weekend at Ohio State Univer- 
sity’s 17th annual Institute for 
Education by Radio. 

ABC won five first awards. NBC 
and CBS won three each, Cana- 
dian Broadcasting Corporation 
won two and Mutual won one. The 
awards were made during the 
May 2-5 meeting attended by 
more than 1,500 broadcasters, 
educational leaders and others in 
the radio field. 

As in previous years, sessions 
were held simultaneously from 
Saturday through Monday on 
radio as it affects the United Na- 
tions, agriculture, news, children, 
schools, music, labor, race rela- 
tions and other social and eco- 
nomic problems. 


Duty to Make People Laugh 


Among many of some 200 
scheduled speakers who discussed 
basic questions affecting broad- 
casting was Robert K. Richards, 
director of public relations, Na- 
tional Association of Broadcasters, 
who spoke at Friday’s opening 
session, May 2, on radio’s re- 
sponsibility to the public. 

Mr. Richards declared it part 
of radio’s responsibility to “make 
the public laugh” as well as to 
broadcast information and fine 
music and drama. He saw “no 
abridgement of the public inter- 
est in selling soap, a _ product 
which is much maligned by radio’s 
critics although all of them ap- 
pear to be well-scrubbed.” 

Phil Newsom, United Press 
radio news manager, declared that 
radio should risk the charge of 
“writing down” to the listener 
rather than that of unclearness or 
one-sidedness. 

“Since labor is well organized 
and makes strong use of pub- 
licity,” he asserted, “it frequently 
happens that labor is making 
considerably more news. than 
management.” It is more difficult, 
he said, to obtain management’s 
views on labor problems. 

Among those speaking on 
whether or not broadcasters should 
take editorial leadership—one of 
the hottest subjects of the con- 
ference—was Robert D. Leigh, di- 
rector of the Commission on the 
Freedom of the Press, who op- 


posed radio’s taking such leader- 
ship. 


Opposes Editorial Leadership 


Mr. Leigh supported the sug- 
gestion made by Llewelyn White 
in the recent commission-en- 
dorsed book, “The American 
Radio,” that the Federal Com- 
munications Commission should 
take steps leading to a court test 
of the FCC Mayflower case ruling. 
The ruling dictates that broad- 
casters not air their partisan 
views. Mr. White, said Mr. Leigh, 
should be supported in his sug- 
gestion that the decision be 
amended if possible to permit 
broadeasters to air their views, 
providing they give equal time 
for answer. 

He opposed, however, any vig- 
crous editorial leadership by 
broadcasters. 

“My own emphasis,” he as- 
serted, “would be in the opposite 
direction. I agree that the broad- 
casters should be free legally to 
become editorial advocates if they 
choose to do so... but for most 
Stations I think the function of 
common carrier is best performed 
by developing the greatest skill, 
courage and wisdom possible in 


portant function of umpire and 
interpreter of controversy.” 

Rex Howell, program director, 
KFXJ, Grand Junction, Colo., 
said broadcasters should be en- 
couraged to present editorials as 
one of the best means for per- 
forming effective public service. 
Only by establishing an edi- 
torial policy, he said, can radio 
advocate community action that 
can benefit the public. Radio is 
qualified to assume responsibili- 
ties inherent in editorial use, he 
declared. 


Whan Okays Transcriptions 


Midwestern radio audiences 
don’t care whether programs are 
transcribed or are “live,” Dr. F. L. 
Whan, chairman, committee on 
radio, University of Wichita, said 
at a research session in reporting 
on 10 years of studies of listener- 
ship in Kansas and other states. 

Dr. Whan stressed great dif- 
ferences in program preferences 
between rural and urban audi- 
ences and said that “urban pro- 
gram ratings cannot be applied to 


the midwestern radio audience as 
a whole.” 

Radio research aimed at finding 
why and which people listen to 
programs, rather than merely how 
many listen, was advocated by 
John G. Peatman, president, Office 
of Research, New York. The need 
today, he said, is more to find the 
“psychology of program appeals” 
than to “count ears.” 

Annual awards for outstanding 
radio programs were made to 
networks in 10 out of 12 classes 
of subjects. They included first 
prizes and honorable mentions in 
all except the “public issues” and 
“women’s programs” groups, 
“None of the daytime network 
programs submitted as having 
educational value for women fully 
satisfied that criterion,” the judges 
ruled. 


Award to Fred Waring 


One of the three honorable 
mentions in the “cultural” class 
awards went to NBC’s “Fred War- 
ing Show,” which the judges 
called “head and shoulders above 


sate 


all other daytime entertainment 
programs.” 
Other awards included the fol- 
lowing first prizes to networks: 
“The Eternal Light,” religious 


program on NBC; “Columbia 
Country Journal,” agricultural 
program on CBS; “Theater Guild 


of the Air” on ABC and “NBC 
Symphony” in the “cultural” 
class; “Are These Our Children,” 


ABC program in the “personal 
and social problems” class; Ray- 
mond Swing programs on ABC, 
for news interpretation; NBC’s 
“Doctors Then and Now,” for 
civic and _ service organization 
programs; “World Security Work- 
shop,” ABC, best in promoting 
international understanding; CBS’ 
“American School of the Air” and 
CBC’s overall excellence for best 
children’s programs; “It’s Up to 
Youth,” CBS, best teen-age show. 

ABC, CBC and CBS each won 
special first awards for one-time 
broadcasts, CBS for “documentary 
unit” programs; ABC for “march- 
ing beside headlines instead of 
behind them,” with such programs 


Ss oe 


77 


as “School Teacher, 1947” and 
“Hiroshima,” and CBC for “The 
Patient and the Visitor.” 


Gets Winthrop Account 


Winthrop Chemical Company, 
New York, has appointed Robert 
W. Rodman, medical and pharma- 
ceutical advertising, New York, to 
handle retail drug and chemical 
advertising in the U. S. and Can- 
ada, effective June 1. 
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Sinatra Returns 
to Lucky Strike 


New YorK—Lucky Strike is 
taking over where Old Gold left 
off. 

Frank Sinatra, whose program 
is being discontinued by P. Loril- 
lard Company at the end of the 
current season, is set to sign with 
American Tobacco Company, 
starting probably in late Septem- 
ber. If this deal goes through 
“The Voice” will be back singing 
for Lucky Strike on the “Hit Pa- 
rade”—the program on which he 
first came into his own. 

Lorillard decided to drop the 
Sinatra show, which was handled 


“Here is my $1 for 
$1,000 worth of 
knowledge." 

S. T. Staple, 
fruit grower, 
Wenatchee, Wash. 

Write for full story 
1135 S$. E. SALMON ST. * PORTLAND 14, OREGON 


through Lennen & Mitchell, after 
the bobby soxer idol’s Hooper- 
ating began falling. At the time 
the Old Gold contract was can- 
celled the singer’s weekly take 
from the program was estimated 
at $15,000. 

The Lucky Strike program is 
handled by Foote, Cone & Belding. 


WILMER SURBER SR. 

SHELBYVILLE, TENN.—Wilmer C. 
Surber Sr., publisher of the Shel- 
byville Gazette, died of a heart 
attack Monday at his office. Mr. 
Surber operated an advertising 
agency in Miami, Fla., from 1926 
to 1930. Before coming to the 
Gazette he was general manager 
for four years of the Star, Eliza- 
bethton, Tenn, 


JOSEPH W. ARCHER 

ATLANTA—Joseph W. Archer, 
57, member of the advertising 
staff of the Atlanta Journal for 
nearly 25 years, died of a heart 
attack May 1. He was a specialist 
in furniture advertising. 


Macfadden Plans 
to Girdle Globe 
with Magazines 


(Continued from Page 1) 
the American way of life, and to 
stimulate export trade. 

Ten of the 15 editions already 
are operating on a local license 
| basis, with a combined circula- 
| tion of nearly 900,000. These 
/countries and the magazines pub- 
lished in them are: Great Britain, 
True Story and True Romances; 
Australia, True Story, True Ro- 
mances and Photoplay, and 
Sweden, Switzerland, Brazil and 
Mexico, each True Story. An Ar- 
gentine edition is now in the 


works, with first publication 
scheduled for September. The 
guarantee will be 70,000. 


|, Due to the acute paper shortage 
|in England, space in the British 


editions (330,000 circulation) is 
not yet available. The other seven, 
with a combined print order of 
546,000 and a combined guarantee 
of 456,000, are being offered to 
American advertisers at $1,235 a 
page. 

The British, Australian, Swiss 
and Brazilian editions are pub- 
lished monthly, as in the United 
States, and the Swedish and Mex- 
ican editions are published 
weekly. An edition in France 
probably will get under way be- 
fore the end of the year, on a 
weekly basis. 

The overseas magazines use 
practically intact the material of 
the domestic magazines. The local 
publisher may change the position 
of and the emphasis on certain 
stories, and usually adds some 
native material, both editorial 
and advertising. 


Sales at 20,000,000 


True Story, a monthly, becomes 
a weekly in the countries in- 
dicated by using material in turn 
from True Story, True Romances, 


favorite 


features. 


Says Leon Ber, President, Stevens, Inc.-Canal Street Men's Store 


"T like the [TEM because .. 


r 


it is a well-balanced, effective paper--helping build a greater 
New Orleans--reporting straight, factual news--bringing me my 


“I've seen plenty of evidence of the Item's popular 
acceptance among substantial New Orleanians. Re- 


sults from our advertising prove 


that Item readers accept it as 


their buying guide. 


tion on the 


as the editorial front." 


It gets ac- 
sales front as well 


Reader Acceptance: Largest evening circulation in Louisiana (92% 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 


Your 
New Selling Force 


= 


in New Orleans 


SAWYER-FERGUSON-WALKER CO., 
NATIONAL REPRESENTATIVES 


NEW ORLEANS 


“RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
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True Experiences and True Love 
& Romance. 

Combined annual sales of the 
entire international group are 
now about 20,000,000, as com. 
pared with about 75,000,000 at the 
start of World War II, Mr, 
Rheinstrom explained. This was 
about the same number of copies 
of all Macfadden magazines sold 
in the United States at that time. 
True Story is said to have been 
the first American magazine to 
have been published internation- 
ally on a large scale. Before the 
war, it operated in Great Britain, 
Sweden, France, Germany and 
Holland. A small Swiss edition, 
published at Berne in the Ger- 
man language, today has only 
20,000 circulation, but is a step 
toward resumption in Germany. 

Macfadden International con- 
trols the titles and all the policies 
on publication, distribution and 
promotion of the magazines in 
the respective countries, but the 
ownership is primarily native. 


Use Different Processes 


The situation is complicated by 
the use of different printing 
processes in the various coun- 
tries—rotogravure, letterpress and 
offset, Mr. Rheinstrom said, but 
all the publishers now have four- 
color gravure equipment on order. 
(At present there isn’t one four- 
color gravure press in the Ameri- 
cas south of the Rio Grande). The 
Australian magazines alone have 
the same page sizes as those in 
this country. The _ price for 
monthlies usually is the equiva- 
lent of the 15 cents here, but the 
weeklies range between 5 and 10 
cents. 

The biggest problem, however, 
he emphasized, is paper: supply, 
quality and price. “In Latin 
America, $300 to $350 a ton is 
commonly asked for stock a little 
better than our poorest news- 
print. In Europe, quotations as 
high as $500 for poor quality book 
paper are not uncommon,” he 
said. 


Bigger Circulation Sought 


If more, better and - lower- 
priced paper becomes available, 
Macfadden hopes to boost circu- 
lations of its overseas editions to 
a point—perhaps by the end of 
1948—where it is operating in the 
black on them. 

Meanwhile, with presentations 
to advertisers on the growing 
group just getting under way, 
several of the magazines already 
carry a substantial volume from 
them. The Australian editions list 
33 regular U. S. advertisers, in- 
cluding drugs and toilet goods, 
foods, electric appliances and 
lamps, shoes and clothing, and 
motion pictures. 

Australia’s Photoplay is the first 
overseas edition of a United 
States movie fan magazine. 


ANPA-4A’s Reorganize 
Newspaper Printing Unit 
The American Newspaper Pub- 
lishers Association and the Amer- 
ican Association of Advertising 
Agencies have reactivated the 
Joint Committee on Newspaper 
Printing, which formerly issued 
information on improving the 
quality of newspaper advertising 
reproduction. 
Representing the ANPA are 
Charles M. Kirk, Detroit News; 
R. W. Tranter, Boston Herald 
Traveler; Stanley Myers, Phila- 
delphia Bulletin; Ben Dalgin, New 
York Times, and George P. Moyer, 
Nassau Review-Star, Hempstead 
Town, Long Island. The Four A’s 
members are: G. B. Dearnley, 
McCann - Erickson, New York; 
Ernest Donohue, Batten, Barton, 
Durstine & Osborn, New York; 
Eli Gordon, J. Walter Thompson 
Company, New York; Erwin 


Miessler, Needham, Louis & 
Brorby, Chicago, and Henry 
| Krieger, Honig-Cooper Company, 
San Francisco. 
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Eniscopal Churc 
0 Use Ads in ‘48 
Membership Drive 


New YorK—The National Coun- 
cil of the Protestant Episcopal 
Church will start a national ad- 
vertising campaign, using virtu- 
ally all forms of media, for a 
membership drive in 1948. 

This departure from normal 
church practice is explained by 
the council as action in the belief 
that only the religious approach 
offers a certain basis for a peace- 
ful world. The campaign—while 
the council steers away from the 
word “evangelism” — will consist 
of a two-pronged drive, one to re- 
vitalize the membership of the 
church, the other to urge church 
membership to the half of the 
population which has no regular 
church affiliation or attendance. 

In preliminary reports, a figure 
of $2,000,000 for the campaign 
was mentioned; actually, a coun- 
cil spokesman told AA, no figure 
has been set, and the size of the 
budget will depend on the exact 
media to be used. 


Other Media Planned 


Besides radio, the campaign is 
expected to use newspapers, 
magazines, farm publications, doc- 
umentary movies, direct mail and 
“other media.” The program will 
be directed by a special commit- 
tee composed of leading clergy- 
men and members from the ad- 
vertising, business and theatrical 
fields. 

The drive will be directed by 
the Right Rev. Henry Knox Sher- 
rill, presiding bishop of the church 
in this country. The council’s 
promotion director is Ralph Jor- 
dan. The council expects that an 
advertising agency will be used to 
plan and supervise the drive. 

The fund-raising portion of the 
drive will begin in September and 
run through December. By Jan- 
uary, 1948, the campaign should 
begin. 


Heath Appointed G.M. 
of Ithaca Ad Agency 


Donald C, Heath, secretary of 
the plans board of Compton Ad- 
vertising, Inc., New York, has 
been appointed 
manager of Ag- 
ricultural Adver- 
tising & Research, 
Inc. Ithaca, 
N. Y., advertis- 
ing and public 
relations agency. 

Prior to join- 
ing Compton in 
1942, Mr. Heath 
was vice-presi- 
dent of Walter T. 
Armstrong, Inc., 
Philadelphia, ad- 
vertising typography firm. 


Editors to Weigh 
Recession Over WNBC 


“What Industry and the Public 
Can Do to Forestall a Recession” 
will be discussed by three editors 
in a forum on WNBC, New York, 
7:30-7:45 p.m., EDT, Wednesday, 
May 14. The program is sponsored 
by the National Conference of 
Business Paper Editors. 

Participants will be Hal Bur- 
nett, Industrial Marketing; Julien 
Elfenbein, House Furnishings Re- 
view, and L. C. Morrow, Factory 
Management & Maintenance. 


Donald Heath 


Two Join ‘Dispatch’ 

Leonard M. Torgersen, for- 
merly in the advertising sales de- 
partment of the St. Paul Shopper, 
and Eileen Conway, for three 
years in Brown & Bigelow’s cre- 
ative department, have joined the 
display advertising department of 
the St. Paul Dispatch and Pioneer 
Press. Miss Conway will write a 
weekly shopping column for the 
Sunday Pioneer Press. 


Press, Radio Tax | 
in Massachusetts 
Proposed, Killed 


Boston—A bill to tax newspa- 
papers, magazines and radio sta- 
tions has been killed by the rules 
committee of the Massachusetts 
legislature. 

Under the bill, newspapers 
would have been taxed one cent 
per copy, magazines two cents per 
copy and radio stations 10% of 
gross income. Proponents had 
hoped to raise $36,000,000 from 
the newspaper tax, $25,000,000 
from the radio tax and $2,400,000 
from the magazine tax. 

Approval of the rules commit- 
tee was required because the bill 
was filed after the deadline for 
introduction of such a measure. 

Alfred C. Blake, counsel for the 
Boston Post and speaking against 
the bill for other newspapers, con- 
tended that the tax would cost 
Boston newspapers $1,500,000 
yearly. It would represent half 
of the sale price of newspapers, 
he said, because the publishers 
sell their papers to distributors at 
two cents each. 

John R. Herbert, Quincy Pat- 
riot-Leader, speaking for 85 mem- 
bers of the Massachusetts news- 
paper information committee, at- 
tacked the bill as “unfair and un- 
just.” Representatives of maga- 
zines contended the bill would 
place a premium on the commod- 
ity of information. Radio spokes- 
men said the bill would discrimi- 
nate against one industry and 
would not raise $25,000,000 from 
broadcasting. 


"Varsity’ Launched 
by Parents’ 


New York — Parents’ Institute 
introduced Varsity, national 
magazine for men from 16 to 20, 
with the first issue on the news- 
stands April 30 carrying a 250,000 
net paid yearly average guaran- 
tee. 

After a second issue, scheduled 
for the last of June, Varsity will 
become a monthly, effective with 
the September issue out the end 
of August. It will be sold on 
newsstands at 25 cents a copy, in 
college bookshops, schools, 4-H 
clubs and Y. M. C. A.’s, with 
regular subscriptions $2.50 a year. 

The magazine will measure 94x 
1234” trim size, to take standard- 
size advertising plates on covers, 
which will carry up to four colors 
on enamel stock. Inside pages 
will be 84%x11% inches and will 
be entirely rotogravure, requiring, 
instead of plates, artwork in one 
complete unit to scale. Black-and- 
white page rate will be $875. 

Editorial content will include, 
in addition to adventure, mystery 
and detective fiction, sports arti- 
cles, apparel news, pin-ups, 
humor, movie and record reviews, 
counsel on dating, grooming, voca- 
tions and self improvement. 

The Institute reports that, effec- 
tive with the August issue, Call- 
ing All Girls will offer four-color 
editorial and advertising pages, 
newly designed format, a larger 
page size and later closing dates. 


NY Dotted Line Club 


Elects Copp President 


The Dotted Line Club of New 
York, a group of 225 salesmen of 
member papers of Associated 
Business Papers, has elected the 
following officers for the year: 
President, Will Copp, Manufactur- 
ing Confectioner; vice-president, 
W. W. Quarles, Power; program 
chairman, Al Eckel, Chilton Pub- 
lications; and secretary-treasurer 
(reelected), Gus Krimsier, Print- 
ers’ Ink. 

The club’s second annual agency 


Agency Starts First Boscul Campaign 


A Hane es 


& 


Last Minute News Flashes 


CAMDEN—William S. Scull Company’s first campaign for Boscul 
coffee through Kastor, Farrell, Chesley & Clifford, New York, is a pre- 
mium offer, announced in 600-line newspaper insertions in 95 cities 
of southern New Jersey, Pennsylvania, Maryland, Ohio, West Vir- 
ginia, Indiana, Kentucky, northern New York and Vermont. A 24- 
karat gold plated bow pin, valued at $1.20 tax included, is offered 
for 25 cents plus evidence of purchase. The premium offer precedes 
a new campaign, to be released the end of this month. The account 
formerly was handled by Compton Advertising, Inc. 


Monsanto Series Promotes New Products 

St. Louris — Monsanto Chemical Company will use 1,000-line in- 
sertions every other week in Barron’s, Chicago Journal of Commerce, 
New York Herald Tribune, New York Journal of Commerce, New 
York Times and Wall Street Journal for a series on new products, to 
reach top executives of industry. The first ad of the series, being 
started on an experimental basis to determine if enough sales leads 
on new products can be developed through direct appeal to top man- 
agement, promotes Santocel insulation. Gardner Advertising Com- 
pany handles the account. 


Homix to Introduce Oz Fudge Mix 

New YorK—Homix Products, through Roy S. Durstine, Inc., will 
use spot radio, car cards and newspapers next fall to promote Oz 
fudge mix, introduced this month in the company’s territory (nine 
East Coast states and California). Fifty stations will carry singing 
commercials by “Wizard of Oz” book characters, and 120 newspapers 
will carry 100- to 600-line copy. The new fudge sells at 59 cents for 
a 14-ounce tin, and is said to be the first complete dehydrated candy 
offered on the market. Homix already markets Oz ice cream mix 
and will introduce an effervescent cola tablet as soon as sugar ration- 
ing is lifted. 


Vigorous Support of New Census Bills Urged 

Cuicaco — Continued vigorous support of legislation authorizing 
censuses of business and manufactures covering 1947 and every five 
years thereafter was urged on business Friday by the Committee on 
Marketing Statistics of the American Marketing Association. The 
Hawkes bili (S. 554), calling for such a program, was among 42 bills 
unanimously approved by the Senate on Tuesday. It now goes to the 
House where hearings have already been held on an identical bill, 
H.R. 1821. (Earlier census news on Pages 1 and 58.) 


Emerson Ads to Feature ‘Sets of the Month’ 

New YorkK—Emerson Radio & Phonograph Corporation will launch 
a “billion-message” advertising campaign in 18 national magazines, 
to run from May until the end of 1947, with one-column to page ad- 
vertisements featuring one or more Emerson “Sets of the Month.” 
Color pages in the Chicago Tribune, New York News and Philadelphia 
Inquirer will introduce the drive, which will run in American Maga- 
zine, The American Weekly, Collier’s, Cosmopolitan, Fortune, House 
& Garden, Ladies’ Home Journal, Liberty, Life, Look, New York 
Times Magazine, Newsweek, Parade, The New Yorker, The Saturday 
Evening Post, This Week, Time and Woman’s Home Companion. 
Grady-Wagner is the agency. 


Union Pacific Plugs New Daily Coastal Service. 

Cuicaco—Union Pacific Railroad is breaking newspaper copy in 106 
cities throughout the United States, boosting its inauguration May 14 
of daily service from Chicago to Los Angeles on the streamliner, “City 
of Los Angeles.” The Caples Company is handling the campaign. 


No CBS Plugs on 
NBC, Hope Finds 


Major Networks 
Sign Agreements 


HoL_tywoop—Bob Hope is lead- 
ing the field for the title of NBC’s 


with AFM, Nabet 


New YorK—Labor relations in 
the radio industry took a decided 
turn for the better last week 
when the networks reached an ac- 
cord with two major unions, rep- 
resenting musicians and _  engi- 
neers. 

In a contract with the Ameri- 
can Federation of Musicians, 
Local 802, the key stations of the 
four leading webs granted an 
average increase of 20% to staff 
musicians and 25% to commercial 
musicians. At the same time ABC 
and NBC inked an agreement 
with the National Association of 
Broadcast Engineers and Tech- 
nicians, providing an average in- 
cgease of 914%. 


does not provide for vacations. 
Minimum rates for musicians 
under the old contract, $126.50 


about 20%. 


mains unchanged in the new two- 
year contract, but the top scale is 
upped from $475 to $526, with 
corresponding increases down the 
line. 


Den-E] Names Martin 
Den-El Equipment Company, 

Irvington, N. J., manufacturer of 

electrical specialties, has named 


invitation golf cuting will be held 


June 11 at Wee Burn Country | 


Club, Darien, Conn. 


George Homer Martin Associates, 
Newark, to handle its sales pro- 
motion. Trade publications will 
'be used. 


most silenced comedian. 

Lever Brothers’ high - priced 
funny man forged ahead last 
Wednesday night when an alert 
engineer whisked him off the NBC 
air before he could say three ta- 
boo words—namely, the “Colum- 
bia Broadcasting System.” 

Hope received his first chastise- 
ment from the censors recently 
when he tried to mention the 
silencing of Fred Allen, who 
started the fad of comedians talk- 
ing to themselves by making light 
of NBC vice-presidents. Red 
Skelton, another contender, was 
faded for referring to the Allen 
incident. 

Hope’s attempt to mention CBS 


The AFM contract, signed for | over NBC’s airwaves came as he 
one year, retroactive to February, | said goodnight to Frank Sinatra, 
| guest star on the Pepsodent show. 
|He was cut after saying: “I'll be 


and $132.25 weekly, will be upped 


Starting scale for the Nabet re- | 


seeing you tomorrow night, 
Frankie, on your show.” 
Listeners who didn’t already 
know that “The Voice” broad- 
casts over CBS didn’t find out| 
from NBC. 


Ford Appoints K&E 


Ford Motor Company has ap- 
pointed Kenyon & Eckhardt, New 


York, to handle all network radio 
advertising, effective June 15.) 
K&E now handles the Dinah} 


Shore program for Ford on CBS | 
and a second program probably | 
will be announced soon. J. Walter 
Thompson Company continues to 
handle all other Ford advertising. 


ithrough Newell - Emmett 


Maher to Publish 
Capitol Daily, 
U. S. Journal’ 


WASHINGTON—A new daily pub- 
lication of specialized nature will 
bow on the Washington scene 
about May 20, when a group of 
veteran capitol reporters, headed 
by Edward Maher, former editor- 
in-chief of Liberty, will get out 
the United States Journal. 

Smaller in size than a tabloid, 
and printed on coated paper, the 
new publication will have a min- 
imum of eight pages. It is to carry 
both local and national advertis- 
ing, and to have newsstand*circu- 
lation supplemented by mail. 

According to Mr. Maher, the 
publication will be specially 
tailored for Washington reader- 
ship, and will have news stories 
of federal activities, plus columns 
devoted to political analysis, social 
and night life in Washington, and 
civil service news. 

The paper will be published 
five times weekly, appearing Tues- 
day, Wednesday, Thursday and 
Friday and a weekend Saturday- 
Sunday edition. It will be printed 
by a local job printer. 


Not Competitive 


Mr. Maher stressed that the 
United States Journal will not be 
competitive with the established 
daily newspapers here. He said 
its advertising rates would be ad- 
justed to a proposed “highly selec- 
tive” readership of about 10,000. 

Negotiations are currently under 
way with a national representa- 
tive. No advertising executives 
have been retained. 

In addition to Mr. Maher, who 
holds control, the staff includes 
Tris Coffin, newspaper and radio 
reporter, and author of the new 
best seller, “Missouri Compro- 
mise”; Jack Purcell, formerly of 
Time, and Charles Michie, lately 
of PM’s Washington bureau and 
Kiplinger’s Magazine. 

A three-story building midway 
between the Capitol and the White 
House has been leased to house 
the publication. 


Campbell, CBS 
Are Set to Sign 
$3,500,000 Deal 


New York—Campbell Soup 
Company is reported ready to sign 
for two new half-hour across- 
the-board spots on CBS—a total 
time purchase amounting to ap- 
proximately $3,500,000, one of the 
largest single sales in radio his- 
tory. 

This is one phase of an intensi- 
fied advertising campaign, which 
the company has under consider- 
ation. Announcement of big in- 
creases in its budget for other 
media are expected momentarily. 

“Double or Nothing,” a quiz pro- 
gram, has been selected by Camp- 
bell to fill the afternoon spot at 3 
p.m., EDT. A musical show, fea- 
turing a name band, is under ad- 
visement for the evening slot at 
7:30 p.m., EDT, with Bob Crosby 
as the most likely choice. Perry 
Como also is in the running. Both 
programs will start late in June. 
Ward Wheelock Company is the 


| agency. 


Another sizeable sale of CBS 
time was made last week to Lig- 
gett & Myers Tobacco Company 
Com- 
pany, which purchased three 15- 
minute segments of the Arthur 
Godfrey morning show for Ches- 
terfields. 


Berger Advanced 


Royden C. Berger, editor of 
publications of the Connecticut 
Mutual Life Insurance Company, 
Hartford, has been appointed di- 
rector of advertising. 
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GIG THREE 


Only three magazines can talk big 
about reaching more than 
12,000,000 readers with every 
issue. They are LOOK and 

its good neighbors, LIFE and the 
SATURDAY EVENING POST. G_{ 


Pa Rea 
fr en ee = 
5 tt 


LOOK par 


AMERICAS FAMILY 
MAGAZINE ———>- 


LOOK 


MOST READERS PER DOLLAR AMONG THE BIG 3 


%: 


Among the Big Three, LOOK and 
LOOK alone speaks proudly on the 
subject of low advertising rates. 


LOOK delivers its twelve-million- 
plus audience at lowest cost 


per thousand—a full 25% lower than 
either LIFE or the POST. 


For all the facts and figures, 
see the LOOK representative. 


Read by 
12,650,000 
people 
each issue 
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